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Here’s 
Your Answer 


-to Fast, Accurate 
Fuel Deliveries 
-with 


Positive Air Control 
System and 


Free Opening 
Outlet Valve 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: “BRODICO" 


MT. VERNON, N.Y., 550 So. Columbus Ave. 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE 


For high speed fuel oil deliveries (up to 120 
GPM) Brodie has developed high velocity 
BiRotor tank truck metering that makes pos- 
sible accurate measurement at high flow rates. 
This is accomplished through the combination 
of: (1) New Brodie Air Control System; 
(2) Brodie balanced, free opening outlet valve; 
(3) in conjunction with full capacity Brodie 
BiRotor Meters. They said it couldn’t be done 
— but Brodie did it. 909 
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Sure you want an icing inhibitor ‘in 
4 your gasolines; for a sure-fire Fall and Winter 
promotion. But why settle for just an anti- 
icing agent when you can get three promotable 
benefits in a single additive? 

1. As an icing inhibitor, “Ethy!” Multi- 
Purpose Additive prevents stalling from car- 
buretor icing in most cars under most conditions. 
2. As a detergent, it removes deposits from 
carburetors and prevents new deposits from 
forming. Your fuels give better mileage—and 
reduce engine servicing problems. 

3. As an anti-corrosion agent, it forms a 
protective coating over metal surfaces to pre- 
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Icing inhibitor... Detergent... 
Anti-corrosion agent... 


“Ethyl” Multi-Purpose Additive 
gives you all 3 for Fall and Winter promotions! 













vent oxidation in fuel systems. 

By adding “‘Ethyl” Multi-Purpose Additive 
to your fuels —at a cost of little more than a 
penny per barrel—you can use the triple im- 
provement in fuel performance as the basis for 
a sales-boosting promotion. 


Count on Ethyl, of course, for assistance in 
your sales promotion planning. It’s another of 
the wide range of services available to you 
when you buy from Ethyl. 


ETHYL 
CORPORATION 
New York 17, N. Y. 
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Contact your oil equipment jobber for specific 
recommendations or Write for Bulletin F-6 


No. 344 


CORPORATION 


VALVES @ FITTINGS © ASSEMBLIES 
for handling hazardous liquids 


2735 COLERAIN AVE. e CINCINNATI 25, OHIO 
PHONE: Kirby 1-5400 
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§ VOLUME OBJECTIVES (SUMMARY 


EXPENSE BUDGET 


BUDGET OF CAPITAL EXPENDITURES FOR THE YEAR 








FORECASTING NEXT YEAR’S CASH POSITION? 











JAKE YOUR 
PROBLEMS TO THE EXPERTS... 


‘Your 
Mobil Specialists! 


YOU'RE MILES AHEAD WITH MOBIL! 


(To obtain more data on advertised products see page 


An accurate cash forecast is invaluable to your busi- 
ness. It serves as a guide to expansion . . . and a 
warning of operating weaknesses. At your request, a 
trained specialist will be glad to help analyze your 
accounting operation and make definite recommenda- 
tions. Additional experts are available to assist you 
with other tough problems too. For instance, help 
you reduce loading time . . . help select the best man- 
power available . . . help institute management pro- 
cedures that make running a business easier—and 
more profitable. 

That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He’s your direct 
line to the specialists. 


Tune in “TRACKDOWN”’ every week, CBS-TV. 
See your local paper for time and station. 
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Behind Our Headlines 


Three Plums for NPN 


OR THE SECOND YEAR in a row, NPN is fortunate 

enough to receive three coveted editorial prizes. 

You may not hear much about them, because they 
are in business journalism and involve only business 
publications like NPN. But they are important—just 
as important to us as the Pulitzer prizes in general 
journalism, the Oscars in the movie industry and the 
Emmies in television. 

NPN won the following awards: a first-place plaque 
in the annual editorial competition sponsored by /n- 
dustrial Marketing, a national magazine covering the 
field its name describes . . . two merit awards in the 
annual editorial contest of ABP (Associated Business 
Publications), the trade association of business pub- 
lications. 

NPN won first prize in /ndustrial Marketing’s best 
single article category with the special report on trad- 
ing stamps (“What Oil Marketers Need to Know about 
Trading Stamps”, June ’58, p109). 

It is still the most comprehensive study made on 
trading stamps in oil marketing. Because of its popu- 
larity, reprints were issued, some are still available. 

Since 1951, when NPN first entered the IM contest, 
we have averaged an award a year, five of them first- 
place plaques. Of the 33 IM awards in two categories 
(merchandising and industrial) this year, six others went 
to McGraw-Hill publications, including one other first- 
place plaque. 


| fe THE ABP contest, Jesse H. Neal merit awards were 
earned by these articles: “Fair Trade in New 
Jersey” and “Commercial Accounts: What Next?” The 
Jersey fair trade article, published in the September 
NPN, was in the category for the best article about a 
major event in the industry served. NPN’s commercial 
account reports appeared as a series in September, 
November and December. They were in the category 
for the best series of articles on a situation of major 
importance in the industry served. 

NPN is the only McGraw-Hill publication to win 
two Jesse Neal awards this year. Last year we also 


-won two. 


Bom THE Jesse Neal prize-winning entries were sub- 

mitted as team projects. For the Jersey fair trade 
article, individual plaques go to John Bethell, Lew 
Brigham, Mark Emond, Dick Schroeder and Bill 
Caperell. 

For the series on commercial accounts, individual 
plaques go to Bethell, Brigham and Schroeder, and 
also to Cornelius Brodersen, Doris Wells and me. 

I’m sure most of you will be interested in the news 
about NPN’s awards, because so many of you know 
NPN editors. 
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Accuracy 
Sustained 


The only important concept in metering 


In the few minutes it takes to load just one big trans- 
port, a bulk meter measures product worth as much as 
the meter itself! That same meter may handle a million 
dollars of your money this year. Think how much a 
slight unsuspected error could cost you! 

The same’s true for tank truck meters, too. A small 
error on one truck alone could easily give away $2,000 
in one year. 

Accuracy is the only important factor when buying 
a meter. All other factors such as lower loss of head, or 
lower price take a back seat. 

Make sure you get true three-dimensional accuracy. 
The first dimension...accuracy at one rate of flow at 
any one time...is easy. Most meters have it. But be 
sure your meters have the second dimension... accu- 


racy over a wide range of flows. Most important, buy 
meters with the third dimension: accuracy that’s sus- 
tained over many years...accuracy that doesn’t shift 
or drift every time you turn your back. 

Neptune’s fine reputation and leadership is based on 
true three-dimensional accuracy. Some of the reasons 
you can see with your eyes. (A Neptune representative 
will be glad to show you.) For positive personal proof, 
make your own tests... keep comparative records. And 
ask your neighbors. 

Ask too about Neptune’s cost-saving and time-saving 
Unit Replacement Plan, designed to keep busy meters 
always at peak accuracy without tying up racks and 
trucks... another reason why more Neptune petroleum 
meters are in use than any other make. 


NEPTUNE METER COMPANY neptune 





Distributors and Branches / in Principal Cities 





* FOR TANK TRUCKS 
AND TRANSPORTS 


... the standard of performance and 
accuracy coast-to-coast. Complete 
“‘Compact”’ metering systems adaptable 
to any truck compartment. 

Capacities to 150 gpm. Print-O-Meter 
and Auto-Stop features available. 


for a better measure of profit... 


there’s an efficient 


NEPTUNE METER 
for every job 


» FOR BULK PLANTS and TERMINALS 


...all sizes to 1000 gpm... all with the 
same dependable accuracy you now 
enjoy with Red Seal Tank Truck meters. 
Print-O-Meter and Auto-Stop features 
available. 
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REMOTE CONTROL METERING 


... not just remote reading... but full 
remote control centered in the office. 
Automatic interlock prevents withdrawal of 
product until ticket is ‘‘printed in” 

by office register. 


’ FOR LP-GAS METERING 


... three sizes... each a complete 
LP-Gas metering system including all 
accessories. Design of vapor eliminator 
and differential valve reduces load 
on pump and needs no seasonal 
adjustments. Print-O-Meter available. 


19 West 50th Street - New York 20, N.Y. 











What makes a man 
No.1 in his field? 


You can bet it'll be a long day before anyone 
comes up with a substitute for hard work in 
achieving success. But, when you add a qual- 
ity line of products to ambition and business 
ability, you’ve got a pretty solid combination. 


With such a combination—top man, top 
brand—everybody wins. The motorist who 
drives into the station gets the personal service 
and product performance he deserves. And 
the man at the pump, be he a lessee, contract 
or distributor dealer, through his success, con- 
tributes to the welfare of his family and to 
progress in the community. 


The Atlantic Refining Company is proud of 
the recognition that so many of its dealers 
have earned in Brand Names competition over 
the past seven years. 


J. Russell Heath, Atlantic lessee dealer, Lambertville, N. J., in compe- 
tition with service station dealers from coast to coast, has been named 
“Retailer of the Year” by Brand Names Foundation, Inc. Mr. Heath’s Since 1952, Atlantic dealers have been 
numerous community activities include: The Kiwanis Club; the Boys finali 52 ti Th h 12 
and Girls’ Kiwanis Committee; the local Masons; the Knights Templar; nalists o< times. _] weve wen 
The Fleetwing Fire Co.; the Tall Cedars of Lebanon; and the Chamber Certificates of Distinction! FOUR HAVE 
of Commerce. Presently Mr. Heath is both President of the Board of BEEN NAMED “RETAILER OF THE YEAR.” 
Trustees and Treasurer of his local church. 

Today over 8500 lessee, contract and dis- 
tributor dealers sell branded Atlantic products 
in our 17 state marketing area. These men, 
backed by specialized training, expert coach- 
ing, modern facilities and business methods, 
are on a winning team, successfully selling 
the brand that “keeps your car on the go.” 





CONFIDENCE 


MEMBER OF 


BRAND 
ES 


FOUNDATION, INC, 


SATISFACTION 


REG. PENDING 
E 


Roy Poust, Atlantic contract dealer, Naugatuck, Conn, (left), and 
Ellsworth Frazier, Cuyahoga Falls, Ohio. dealer of Orr-Shaw Oil Corp.. 
received Certificates of Distinction in this year’s Brand Names awards. THE ATLANTIC REFINING COMPANY 
Messrs. Poust and Frazier, too, are well known by their interested PRODUCER, REFINER AND MARKETER OF 
participation in community activities. QUALITY PETROLEUM PRODUCTS 
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About Fina’s gasoline carts ... Controlled fuel oil 
gallonage . . . Sidelines for jobbers . . . Giveaways 
in the Midwest . .. Cool nozzles on oil burners. . . 


To THE EpDITor: 


This new method of merchandising 
gasoline, “Gasoline Carts: Good Idea 
or Gimmick?” (Apr. p132), is cer- 
tainly going to be worth watching. 
However, I doubt it can be considered 
as a serious threat to the conventional 
type service station. Gasoline carts 
might prove successful if worked in 
connection with a conventional sta- 
tion located on the property of a 
shopping center. In this way it would 
be another “service” rather than a 
separate business enterprise. 

Because of the increasingly tight 
squeeze on gasoline margins, I believe 
any gasoline dispensing outfit or serv- 
ice station must have balanced selling 
to exist on a profitable basis. 

O. WARREN HILLGREN 

Manager 

Market Promotion and Development 
Wilshire Oil Co. of California 

Los Angeles 


>I feel that the article is well titled, 

as I cannot see it as anything other 
than a gimmick. 

HuGH Lacy 

Advertising & Sales 

Promotion Manager 

Urich Oil Co. 

Whittier, Calif. 


The article contained one state- 
ment attributed to me which I be- 
lieve is misleading. In discussing the 
results being obtained with the Fina 
A La Carte Mobile Unit in our first 
test ‘area, I stated that we were en- 
joying a comfortable amount of re- 
peat business from the area sur- 
rounding this particular shopping cen- 
ter. As a result, I made this comment: 
“We feel that we have changed their 
(i.e., the shopping center customers) 
buying habits to a degree.” I certainly 
would not be so presumptuous as to 
assume with regard to a test opera- 
tion in a small shopping center that it 
has made an over-all effect on the 
buying habits of the American 
consumer. 

While on this subject, we have at- 
tempted to emphasize whenever dis- 
cussing our Fina A La Carte program 
that it is, simply stated, an experiment, 
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and that we would have to have much 
more experience before we would un- 
equivocally pronounce it a complete 
success which would be applicable in 
any area. 

Nevertheless, even if this experi- 
ment should prove to be a’ complete 
failure, which we do not expect, we 
will not abandon our efforts to intro- 
duce effective innovations in our own 
retail marketing program. It is my 
personal opinion that our industry has 
been much less progressive than most 
in this direction, but we do not be- 
lieve that this should deter us in our 
efforts. 

Obviously, it is more convenient to 
hold to the same retail selling habits 
of many years standing, and certainly 
automatic and immediate pessimism 
concerning any departure from these 
methods comes easily. Our position is 
such, however, that we must leave 
such reactions to those companies 
whose station building activities 
through the years have already estab- 
lished them in areas now devoid of 
usable sites and whose capital budgets 
are greater than ours. 

J. M. SHEA, Jr. 

Vice President 

American Petrofina Co. of Texas 
Dallas 


For the latest on gasoline carts, see 
page 72. 


Heating Oil Market 


>You have certainly highlighted the 
primary motives in the acquisition by 
major oil companies of independent 
resale heating oil distributors (“Are 
Major Oil Companies Moving in on 
the Retail Heating Oil Market?”—May 
pl31). 

Some of the deals that have been 
worked out in recent months may 
seem to an outsider rather puzzling. 
On the other hand, there are un- 
doubtedly cases where the majors may 
reluctantly be taking the step because 


its necessity was initiated by the in- | 


dependent marketer who, for one of 
several reasons, wishes to sell out. This 


latter situation has developed in other | 


branches of the industry from time to 
time, and has resulted in situations 





EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
here are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 
Coupling 


EVER-TITE Dust Protectors 


(To obtain more data on advertised products see page 168) 





HANDLE A WIDER RANGE 
OF HYDROCARBONS 





with Quaker Petroflo tank-truck hose 


You can run fuel oil, gasoline, 
processing oils, and many other 
petroleum products through 
Quaker Petrofio Hose. Its Buna-N 
tube resists a wider range of 
attack than neoprene-type tubes 
do. It’ll take a beating! 
Horizontal braiding of rayon 
yarn with spring-steel wire gives 
Petroflo maximum flexibility with 
kink-resistance even in sharp 
bends. The extra spiral-wire rein- 
forcement can be grounded to 
couplings for static-elimination. 


: - Rear, ‘pe mes 


THERMO/D 


H.K.PORTER COMPANY, INC. 


Inside diameters 114” to 4”; 
lengths to 50 feet; standard re- 
attachable or non-reattachable 
couplings; 100-lb. working pres- 
sure in all sizes—suitable for 
suction use too. 


See your Thermoid distributor, 
or write today to Thermoid 
Division, H. K. Porter Company, 
Inc., Tacony and Comly Sts., Phila- 
delphia 24, Pa. 








PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION: Electrical ogo 


DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; Copper and Alloys—RIVERSIDE-ALL 
DIVISION: Refractories—REFRACTORIES DIVISION: Electric Furnace Steel—CONNOR 


Y METAL 
STEEL DIVISION, VULCAN- 


KIDD STEEL DIVISION: Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE 
ROPE DIVISION, MOULDINGS DIVISION; and in Canada, Refractories, “Disston” Tools, “Federal” Wires and Cables, 
“Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD. 
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Letters 


where a major refiner has bought 
out competitive refiners or wholesale 
terminal operators where a closely 
held corporation for tax purposes has 
decided to sell the business. 

The thing that puzzles me is with 
all of the heating oil segment of the 
industry “viewing with alarm” the in- 
roads of natural gas, why would the 
majors voluntarily be buying up a 
bunch of dead ducks. My personal 
opinion is that gas competition is 
seriously overplayed. If it weren’t for 
natural gas handling a goodly per- 
centage of the automatic heating re- 
quirements of the country, distillate 
fuel oil would probably be selling 
for 20¢ per gallon or more. In that 
case, the number of oil burners might 
not be increasing from year to year 
to the same extent as recently, even 
with gas competition. 

These, of course, 
points of view. 


are personal 


K. E. DEROSAY 
Manager, Fuel Oil 
Sun Oil Co. 
Philadelphia 


Sidelines for Jobbers 


Thank you for “How Jobbers Can 
Make Money on Sidelines (May, 
p110).” 

Really, its wonderful to know dis- 
tributors are talking dollars instead of 
gallons; surveys instead of yesterdays; 
learning what people want in addi- 
tion to what their car needs. 

You will lead this industry to realize 
our enormous opportunities in high- 
way retailing. We're again indebted to 
you and your alert organization. 

L. T. WHITE 

Vice President 

Cities Service Petroleum, Inc. 
New York 


Jobber Relations Panels 


mI have often remarked to people 
in the industry what a wonderful 
service you have rendered in bringing 
about these panel discussions. They 
are the only open forums we have 
where marketers from major oil 
companies sit down with jobbers and 
let themselves be questioned. I feel 
these panel discussions have done a 
lot to eliminate from the distributor’s 
mind a feeling that marketers in large 
oil companies do not know what the 
distributor’s problems are and are not 
interested in them. 
GeEorGE D. McDANIEL 
Assistant to Marketing Director 
Dealer-Distributor Relations 
Mobil Oil Co. 
New York 
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NPN Cover Switch 


It looks as though you have a new 
cover on NPN. It’s effective. I like 
it. 

L. S. AUERBACH 

Division Manager 

Retail & Jobber Sales 

Gulf Oil Corp. 

New York 

We changed the title design in May, 

playing up the initials “NPN.” This 

subordinates the full name NATIONAL 

PETROLEUM NEws, which most of our 

readers know as NPN anyway. We 

feel it’s a reader convenience, making 

for fast, familiar identification. Glad 

you like it. All the reaction has been 
favorable. 


Midwest Giveaways: No Fever 


>The article entitled “Giveaway 
Fever Grips Chicago” (Apr, p21) 
gives an entirely erroneous impression 
as to the origin of giveaways in the 
Chicago market. 

Both giveaways and trading stamps 
have been common in the Chicago 
market for years both among private 
brand and major dealers. 

It is perfectly true that when several 
of the food chains commenced giving 
stamps in 1957, many Standard Oil 
Co. dealers concluded that increased 
use of stamps in the Chicago market 
was inevitable and when approached 
by the stamp companies, took fran- 
chises from them. Dealers selling 
other major brands reached the same 
conclusion and are now giving stamps, 
including S&H stamps. It is clear, 
however, that the increased use of 
stamps cannot be attributed to my 
company and your statement that 
Standard “came to terms” with Sperry 
& Hutchinson Co. is completely inac- 
curate. Worst of all, however, is fail- 
ure of your article to reflect the fact 
that giveaways and stamps in con- 
nection with the sales of gasoline in 
Chicago are nothing new. 

D. F. BENTON 

Vice President 
Standard Oil Co. (Ind.) 
Chicago 


Barrels, Not Gallons 


You say Dominion Oil of Rich- 

mond, Va. (our distributor) has 250,- 

000 gal. storage (“20 Top Jobbers”, 

May, p1l04). That’s a mistake. Do- 

minion Oil’s storage is 250,000 bar- 
rels. 

F. H. MEEDER 

President 

Richfield Oil Corp. 

New York 

NPN regrets the typographical error. 
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Cool Nozzles Are Expensive 


PI passed the article “How Cool 
Nozzles Cut Coking” (Apr. p130) 
through three men in the service de- 
partment and one in the office who 
heads that department. All of them 


agreed the idea sounds good. How- | 


ever, they were very dubious about 
the actual fixing of a burner tube 
because of the manner in which the 
normal installations are made. They 
figure it would be extremely difficult 
in nine out of ten situations to apply 


the cement without having to tear the | 


furnace apart. It is also their feeling 
that utmost care would be required 
because of the possible excess ma- 
terial fouling things up afterwards. 
It is their belief that this should be 
installed at the factory before sale to 
the user. 

We do intend to get some of the 
cement mentioned, and if we find a 
bad coking burner from last winter 
we will work it over this summer and 
get the results a year from now. I 
think you realize that many com- 
panies in their research activities 
come up with good ideas in the labo- 
ratory but when applied in the field 
are found wanting. The idea in the 
article is good for extreme cases, but 
not practical cost-wise or otherwise. 

F. E. YERLY 


President | 


Yerly Coal Co. 
LaCrosse, Wis. 


Like other items from NPN this is 

very basic, sound and thought-provok- 

ing. I am planning on using this sub- 

ject at our next week’s_ service 
meeting. 

MorRTON DIMET 

Simon Oil Co. 

Niagara Falls, N. Y. 


Extra Zero 


>We note in your fine report of 
Charlie Burkhardt’s talk in Mil- 
waukee (“Wisconsin: Oil Heat Prob- 
lems,” Apr. p32) that 
quoted as saying that “each burner 
uses an average of 15,000 gallons of 
oil a season.” 

While Charlie and the OHI 
tribution Division are doing every- 
thing possible to expand oil heating 
markets, I am afraid that even they 
cannot claim credit for 
average consumption ten-fold. 

It is pretty evident that this is a 
typographical error, one that should 
be corrected before the dealers rush 
out and spend all that extra money. 

ROBERT D. MYERS 
Oil Heat Institute of America, Inc. 
New York 








Charlie is | 


Dis- | 


increasing | 





CHOOSE REDA PUMPS 
FOR YOUR AIRCRAFT 
REFUELING SYSTEMS! 





VISCOUNT refuels at Tulsa Manicipal 
Airport using Reda Jet-Fuel Submer- 
gible Pumps. 


REDA Jet-Fuel Submergible Pumps 
Give These Important Advantages: 


e Underground installation — no 
surface structures. 


e@ No Explosion Hazards — U/L 
approved models. 


e No Stuffing Boxes To Leak — 
motor & pump in one unit. 


e High Volume at Required Oper- 
ating Heads — Models from 
1 to 150 HP — capacities 
to over 1000 GPM. 


For single or double hydrant 
systems, tank truck and test 
stand refueling systems. 


Illustrated is a typical Under- 
ground Storage and Hydrant 
Refueling System with Reda 
Jet-Fuel Submergible Pumps, 
used by Continental Air 
Lines. This system uses two 
storage tanks and two Reda 
pumps feeding into a filter 
and hydrant refueling sys- 
tem. It has proved to be 
less expensive in both instal- 
lation and maintenance than 
a conventional tender system 
would have been. 











* 
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Typical Installation 
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Contact Reda Today For Submergible Pumps 
fa vice Designed To Meet The Exacting Re- 
quirements Of Aircraft Refueling Systems. 
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AL’S TEXACO SERVICE STATION relies on the Na- 
tional System for complete cash and sales control. 























ALVA R. CARNEY, OWNER of Al's Texaco -* 


Service Station, Indianapolis, Indiana. 


“Our G@alional System 
saves us‘3,600 a year... 


pays for itself every 8 months!’’_ ars Texaco Service Station, 


Indianapolis, Indiana 


“Our National System enables us to 
maintain complete cash and sales con- 
trol,” writes Alva R. Carney, owner of 
Al’s Texaco Service Station. “Its accu- 
racy and record-keeping flexibility have 
increased our bookkeeping efficiency 
considerably. 

“Our National Cash Register’s ad- 
vantages are excellent profit boosters. 
Its individual cash drawer for each 
attendant promotes careful money- 
handling. Our National provides all the 
information we need to keep our rec- 


ords fully up-to-date. And the out- 
standing efficiency we now have has 
increased customer confidence greatly. 

“Every service station operator 
should consider converting to the Na- 
tional System. Our National System 
saves us $3,600 a year... pays for itself 


"h hdd 
LD 


every 8 months! 


owner of Al's 
Texaco Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 


12 (To obtain more data on advertised products see page 168) 


Your service station too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves 
quickly through sav- 
ings, then continue to 
return a regular year- 
ly profit. National’s 
world-wide service or- 
ganization will protect 
this profit. 
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Money-Making Ideas 





What Makes a Top Retailer? 


Your dealers can profit by these operating tips 


from this year’s Brand Names Foundation winners 


HERE’S WHAT 13 top dealers did 
to earn awards in this year’s Brand 
Names Foundation contest for serv- 
ice station retailer of the year: 


J. Russell Heath (At- 
lantic), | Lambertville, 
N.J., is this year’s win- 
ner. In business since 
1936, Heath grosses 
$250,000 - $260,000, 
sells 534,000 gal. a 
year. Displays a “code of business 
ethics” at his station, advertises it 
heavily in local media. Among items 
in code: Pledge to follow manufac- 
turers’ suggested prices, to guarantee 
all products and services, to charge 
fair price for service, not to use high 
pressure selling, to promote car safety 
by inspection and suggestion. 

Goes along with all tie-in promo- 
tions suggested by suppliers. Holds 
many contests (one: to estimate the 
number of brand-name products 
handled at the station). Sends wel- 
come cards to newborn babies; first 
born each month gets a $5 prize. 





Richard Ranft (Shell), 
Queens, N. Y., offers 
changeover package 
deals at special prices. 
Accepts Diners’ Club 
and Chase Manhattan 
Bank credit cards in 
addition to Shell’s. Sends out 1,000 
direct-mail pieces per month. Offers 
motor tuneup, brake service; is of- 
ficial N. Y. auto inspection station. 





Robert Reeves (Shell), 
Brooklyn, plows part 
of profits into gifts for 
customers. Started 
with busts of Shake- 
speare, now handles 
glassware, frying pans, 
silverware. Holds four 





toasters, 
“Hollywood-type” giveaway programs 
a year. Last one cost $41,000, attract- 


ed 10,000 persons. Gifts included 
twelve TV sets, five outboard motors, 
six kitchen sets, silver fox jacket and 
complete lady’s wardrobe. 


A, R. Dallas (Ameri- 
can Oil) operates in 
Clifton (450,000 gal.), 
Totowa (400,000 gal.) 
and Haledon (where 
he runs Amoco’s new 
pre-fab_ station), N.J. 
Offers motor tuneup, wheel alignment 
and balancing, headlight adjustment 
and shock absorber services. Makes 
full use of suppliers’ specification 
charts. 





« 


Ty Abel (Pure), Way- 
zata, Minn., does plen- 
ty of advertising “so 
people will find me 
and the brand-name 
products I have.” 
Keeps good inventory 
in stock so customers can get what he 
advertises. 





Ivan Loftis (Cities 
Service), Columbus, 
Ohio, puts home tape 
recorder to good use 
by taping sales mes- 
sages for replay at sta- 
tion. Messages push 





@ 
products, tell customers how to get 


most out of their cars. Speaker fits 
into cut-out dummy in station, with 


extra speaker on island in good 


weather. 
Ronald Milbrath (Cities 
Service), St. Louis 
Park, Minn., soft-ped- 
als price in selling cus- 
tomers but talks up 
quality of items. Finds 

customers will accept dealer’s recom- 

mendations on products. 





W. J. Henderson, Jr. (Esso), South 
Boston, Va., encourages station men 
to sell through an incentive plan. 
Holds monthly training sessions for 
employes. Has _ road-service Jeep 
painted Golden to boost Golden Esso 
Extra. 
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Sam Reeve (Standard 
of Indiana), Birming- 
ham, Mich., gives full 
line of services (NPN 


— Oct. °56, p108). 
- Philosophy: “The more 
service, the more 


money in the till, The more in the 
till the more service we can give.” 


Chester Hatch (Tex- 
aco), Greeley, Colo., 
never closes _ station. 


Uses 2.25% of gross to 
advertise in all local 
media. Sales last year 
were $342,075, 51% 
higher than in 1957. Included was 
$117,000 in TBA. 


James C. Dario (Tex- 
aco), Medford, Mass., 
has inventory covering 
more than 200 brand- 
name products sold at 
his station. Pushes Safe 
Driver League. Ties in 
with local television weather program 
sponsored by Texaco. 


E. L. Frazier (Atlan- 
tic), Akron, Ohio, uses 
“Hi, neighbor”  ap- 
proach to get people 
into his station. Picks 
up tab for local radio 
show featuring wives 
of local GI’s talking to mates over- 
seas. Offers free road service to 
clergy. Gives free flowers with gaso- 
line purchase on special days (sham- 
rocks on St. Patrick’s Day, orchids on 
Mother’s Day). 





Ed R. Poust (Atlantic), 
Naugatuck, Conn., 
holds “how-to” clinics 
for car owners on sub- 
jects like car washing, 
cooling system care, 
tire care. Has special 
program for women to tell them what 
to do when car develops trouble. Uses 
Welcome Wagon service to get new 
business. Teaches driver education at 
local high school. 
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What They re Saying 


About West Coast growth 
... prices and margins 
... learning to change 


(¢The problem today is that times 
have changed. We, as oilmen, are the 
same, but the times are different... . 
The marketing segments of our indus- 
try have not adjusted to change the 
way other industries have . . . yet bus- 
iness plans have a rate of obsolescence 
just as a piece of machinery does.” 
Leo J. Hoar, marketing vice president, 


Another Sinclair Refining Co. 


Father-and-Son 
RICHFIELD 
Distributor GClIt’s economically unrealistic for a 

Team jobber to think that margins should 
increase . . . [and] it’s equally unreal- 
istic for the dealer of a major brand 
to feel he’s entitled to margins of from 
6¢ to 9¢ gal. in complete disregard of 
any of his competitors’ prices. Dif- 


WARM WELCOME: John J. Dougherty, head of Domoco Gas & Oil Company, 
Independent Richfield Distributors, of Wilkes-Barre, Pa., welcomes his son, 
Jack, back into their business after a two-year hitch in the Army. In back- 


ground is 25-year service plaque presented to Domoco by Richfield. 


Father-and-Son Team Reunited 


Fresh from Army service as an 
M.P., Jack Dougherty is back, and 
his Dad, John, has got him for 


Domoco! 


Domoco Gas & Oil Company be- 
came Richfield Distributors in 1931. 
As President John J. Dougherty 
reminisces, Domoco started with 6 
retail outlets and 6 commercial 
accounts. 


Today, Domoco serves 43 retail 
outlets and 95 commercial accounts. 
“That’s a mighty profitable pres- 
ent,” says John. 


“I like the future—it’s even more 
promising,” says young Jack 
Dougherty. ‘“‘With more people, 


more homes, more cars and trucks, 
and our aggressive selling, the out- 
look for Domoco Gas & Oil sure 
is rosy.” 


Domoco credits Richfield with a big 
assist in its growth, Request for help 
to solve a problem never goes unan- 
swered by Richfield. And that help 
is as near as your phone. Richfield 
boosts the brand in a big way; never 
offers competition to Richfield Dis- 
tributors. A Richfield Distributor- 
ship is a family affair—with an eye 
to the future. 

RICHFIELD INVITES YOU to 
become an Independent Richfield 
Distributor. Hear all the advantages. 
Write, wire or phone us now! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17, N.Y. 


Serving the Eastern Seaboard from Maine to Florida 
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ferentials ranging up to 5¢ gal., which 
have opened the way for the un- 
branded marketer to pick up a lot of 
volume at the major dealer’s expense, 
are no longer realistic.” George D. 
McDaniel, dealer and distributor rela- 
tions manager, Mobil Oil Co. 


6CWe look forward in the far western 
states to a population increase of 
nearly 50% with total spendable in- 
come up almost 75% .. . motor 
vehicle registrations will double the 
present 9.7-million by 1970. This 
growth will bring about increased de- 
mand for petroleum products—ex- 
cluding fuel oil—of from 76,000 b/d 
this year to 1,300,000 b/d in 1970.” 
W. G. King, Jr., marketing vice presi- 
dent, Richfield Oil Corp. 


(CWe have found that we cannot de- 
pend on higher prices to bring in 
profit. Only one road remains open for 
us—the road that leads to the estab- 
lishment of a more efficient, econom- 
ical, cost-conscious operation. The 
surest—if not the only way—to im- 
prove the profit picture is to reduce 
costs. This applies to everyone, large 
and small.” William Naden, president, 
Esso Standard Oil Co. 


6CWhen you lose an oil account to 
gas, you've lost $50 of your money; 
that’s good will at 3¢ a gal. You've 
also lost a gross profit before taxes 
of about $20, but your fixed expenses 
aren’t cut. They remain the same.” 
William Kane, president, Lewis Asso- 
ciates, Inc., Port Washington, N. Y. 
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(¢Many of us could afford the gross 
luxury of a little overstaffing five or 
ten years ago. We could afford to keep 
in existence some bulk plants that 
weren’t really pulling their full weight. 
We could afford to keep a marginal 
service station as long as it still pulled 
a fairly respectable gallonage. But not 
any more. We've all had to get down 
to fighting weight.” Dwight F. Benton, 
vice president of sales, Standard Oil 
Co. (Ind.). 


(Before we get through—it may be 
one or 20 years—restrictions on im- 
ports are coming off. The greed of the 
domestic independent producer will 
help take it off. Independent producers 
want curtailed production now to cut 
back the crude inventory so they can 
increase the price of crude 25¢ to 50¢ 
a barrel.” Otis Ellis, general counsel, 
National Oil Jobbers Council. 


¢¢If the demand for oil products con- 
tinues to expand 5% each year, we'll 
soon catch up with refining capacity, 
bringing supply and demand closer 
together. When this equalization takes 
place, the industry will be free of 
product surpluses—the cause of many 
of our current difficulties—not only 
the problem of commercial business.” 
William Naden, president, Esso Stand- 
ard Oil Co. 


Cit is the hope of management that 
during the coming year recognition 
will be extended to the laws of supply 
and demand and competitive urges 
and that artificial restraints will be 
removed from all industrial activities.” 
Joseph N. Pew, Jr., board chairman, 
Sun Oil Co. 


¢¢Movement of natural gas into the 
Pacific Coast region has increased so 
rapidly that gas has now replaced oil 
in the West Coast fuel oil markets to 
the extent of 450,000 b/d.” George 


F. Getty Il, president, Tidewater Oil | 


Co. 


(CWith all respect, I earnestly suggest 


that what has been lacking is creative | 
leadership by major company policy | 
makers, leadership capable of envis- | 


ioning the needs of the supplier-job- 
ber-retailer relationships in breadth 
and depth. There is a desperate need 
for creative leadership now ... . force- 


ful enough to override the em- | 


pire-building rivalries of individual 
company policy makers and to make 
this a united industry.” J. W. Ner- 


linger, Jr., executive secretary, Na- | 


tional Congress of Petroleum Retailers. 
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Built to the same standards that 
have made Bennett service station 
pumps famous for quality the world 
over, Fleet Jr. pumps bring’ new 
fueling economy and convenience to 
small industrial fleets, farms and 
estates. Fleet Jr. pumps help keep 
accurate control of fuel costs, make 
refueling easier, faster, safer and 
prevent pilferage. 

“Multi-Level” design with new 
extra height and “Tilted” Dial Face 
give easy readability at any vehicle 
fuel tank elevation. 

Direct drive rotary vane pump. 
Straight union type intake coupling. 
Heavy gage steel housing over 
strong welded chassis. Easily acces- 
sible for inspection and service when 
needed. 


@ 51” HIGH for better visibility and 
convenient nozzle location. 

@ TILTED DIAL FACE is easy to read. 

@ UP TO 12 GPM delivered over 10- 
foot lift. 


HORIZONTAL REGISTER indicates 
up to 100 gallons —totalized to 
100,000 gallons. 


PADLOCK provision ends pilferage. 
LIGHTED DIAL FACE available. 


rs 
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The Age of 


Illumination 
1859 -1899 


Volume One of a Two Volume 
Centennial History: “The American 
Petroleum Industry” 





by Dr. HAROLD F. WILLIAMSON 
and Dr. ARNOLD R. DAUM 


Every oil man should own The Age of Illumination, 
a vivid panorama of the oil industry’s early years 
from 1859 to 1899. 


Every oil man can own The Age of Illumination. 
This special pre-publication offer saves half the 
retail price of the book. 


This first volume of a definitive Centennial history, 
entitled “The American Petroleum Industry,” pre- 
sents for the first time all the facts and fables, people 
and problems, defeats and victories which laid the 
groundwork for the present greatness of your in- 
dustry. 





The Age of Illumination is based on years of re- 
search into original sources, many of which have 
never before seen print. 


It contains nearly 150 illustrations and photographs 
depicting the men and events of the early years of oil. 


The Age of Illumination will make you proud to be 
an oil man. 


Pees sees ees see eee Se ee ee eee eee eee eee eee 
AMERICAN PETROLEUM INSTITUTE - 50 West SOth Street - New York 20, N.Y. 


Please send me s copy (copies) of THE AMERICAN PETROLEUM INDUSTRY: The Age of Illumination, $3.75 (This 
represents a 50 percent pre-publication discount to the men and women of the oil industry.) 


C] Payment enclosed (Press pays postage) (C] Please bill me 


Name 





Address 





City Zone State 








A gt om Om mm BO RE HE HH ee a ee a te oo oe oe on om os ll 
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The Midwest 


Contract talks produce 


strange implications 
By Lewis Brigham 
THE FUTURE of service station op- 
eration in the Chicago area—and con- 
ceivably in the nation itself in the 
long run—may lie in the highly mani- 
cured but powerful hands of a Chi- 
cago Teamster Union official named 

Louis Peick. 

Boss of Chicago’s Local 705, which 
includes service station attendants as 
well as drivers, Peick in recent weeks 
has been negotiating a new labor pact 
between his union and local station 
operators represented by the Gasoline 
Retailers Assn. of Metropolitan Chi- 
cago. 

At issue was a contract renewal 
covering working conditions and pay 
scales for a claimed 6,500 station em- 
ployes in some 2,600 Chicago retail 
outlets. 

Several issues arose during contract 
talks which leave area marketers 
wondering—if not actually agog—at 
long-range implications. Here are a 
few: 

e Peick demanded a five-day, 40- 
hour work week for attendants. This 
would replace the existing six-day, 48- 
hour week. Dealer association mem- 
bers led by executive director Vic 
Postillion balked strenuously. 

A number of thoughtful dealers 
recognized that whether or not Peick 
got the 40-hour week this time, it 
would figure as a key demand in future 
labor talks. In fact, a few dealers 
reportedly are thinking in terms of a 
five-year scaling down of the work 
week so that dealers wouldn’t be hit 
with an abrupt cutback in one year. 

Whether such a step is taken over 
a period of several years or abruptly, 
a 40-hour week for Chicago attend- 
ants seems sure to become a pattern 
for unionized station help elsewhere 
in the nation. 

e Equally significant and more 
ominous in its long-range implications 
is the idea currently making the 
rounds in Chicago that Peick’s ulti- 
mate goal is to force the companies 
into direct operations as opposed to 
the lessee plans. 

‘A number of Chicago marketers 
think Peick finds it easier to deal 
directly with a company on contract 
terms than with a myriad of dealers 
through their association. 

Questioned on this point, Peick 
didn’t deny the allegation outright but 
said, “What difference does it make 
who we deal with?” 

Nonetheless, not only dealers but 


Man Bites Dog 


Regions 


PUMP PRICES in Chicago have been acting like eggshells in a wind tunnel 
this spring. Last month they reached the man-bites-dog stage when a major out- 
let (Sinclair) started undercutting a neighboring independent (Oklahoma) by 3¢, 
reversing the traditional spread. This wasn’t an isolated instance: Oklahoma 
reported about 20 others. Why didn’t Oklahoma drop? The company said it was 
too content with sales gains resulting from its televised showings of Chicago Cubs 


and White Sox ballgames. 


two highly placed major company 
officials in this area say they’re con- 
cerned about this possibility. Signifi- 
cantly, these marketers say, Peick’s 
strongest single group of union mem- 
bers is made up of employes at 
salary-operated private-brand outlets. 

If union pressures on the lessee 
dealers were to result in a_ trend 
toward more direct operations in the 
Chicago area, it could also serve as 
a precedent for similar Teamster ac- 
tivities in other cities. 

e With union demands threaten- 
ing the dealers’ economic position, it’s 
possible dealer members of the union 
will pay their dues with greater reluc- 
tance—if at all—and, more important, 
demand their association act with 
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greater freedom from union involve- 
ment than in the past. 

Another thing that’s attracting 
dealer attention is the fact that the 
major company officials have re- 
mained completely aloof from the 
negotiation sessions. Clark, Oklahoma, 
Martin’s and Beck Oil (a large local 
Standard jobber) have all been repre- 
sented at bargaining sessions, but not 
the majors. 

A subcommittee of the dealers as- 
sociation -is reported to have been 
appointed after one of the initial meet- 
ings to talk with the majors and urge 
them to attend. Apparently this move 
was unsuccessful. 

One explanation is that the majors 
don’t want to do anything that might 
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Re co) ‘ 


DYE CONCENTRATES* 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE ¢ LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING * CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT ¢ THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 
Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates CALL US COLLECT 
can be prepared Me FOR FAST 


to customer 


« 
Samples and a y 4 PHONE 
description : A , Mulberry 


MANUFACTURERS OF DYES AND CHEMICALS 4-1726-7 
upon request. FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 
pinta at Patent Pending 


PATENT CHEMICALS INC. 


Vanufacturing Division: 335 MeLean Blvd., Paterson 4. New Jersey 
S ¢ 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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tend to wipe out the long margins 
that have existed at Chicago retail 
outlets as a result of union and asso- 
ciation hostility to price cutting. 

Another explanation is that the 
majors feel the negotiations are be- 
tween the union and the dealers and 
suppliers should properly remain on 
the sidelines. 


Cities Service has expanded its 
Milwaukee office from a divisional to 
a regional sales office. Paul R. Shay, 
manager of the regional office at St. 
Paul, Minn., was named regional 
manager at Milwaukee. 

Under the new setup, the Mil- 
waukee office will cover all of Wis- 
consin and upper Michigan and a part 
of northern Illinois. 


> Espada Corp., Dallas, Tex., has pur- 
chased 40 acres of land on Little Bay 
de Noc in upper Michigan for use as 
a jet fuel terminal to serve Sawyer 
Air Force Base near Marquette. 

The tanker terminal is scheduled for 
completion next fall. It will have five 
tanks for 400,000 bbl. 


The Southwest 


Beaumont dealers bid 
for licensing control 


ONE of the more naked attempts to 
control retail competition has occurred 
in Beaumont, Tex. 

The Beaumont 
chapter of the re- 
tail service station 
association has 
been trying to 
push an ordinance 
through the city 
council _ that 
would create a 
service station ad- 
visory board. This 
board would be 
made up of five 
service station 
dealers. It would license dealers and 
thus have the power to decide who 
could or couldn’t operate. 

Dealers pushing the Beaumont ordi- 
nance claim they wish to upgrade 
dealers. They claim it isn’t their idea 
to control competition. 

Naturally, jobbers and other mar- 
keters are fearful of the ordinance. 
As Willis Reed, Porter Reed Oil Co., 
says, “It scares me so I don’t even 
like to think what might happen if it 
passes.” 

This attempt by the Beaumont deal- 
ers isn’t an isolated case. A move was 


By Marvin Reid 
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afoot earlier this year to get a state 
law along similar lines, with certain 
refinements, in New Mexico. Last re- 
ports, however, indicated the New 
Mexico effort had been stymied by 
wholesale marketers. 


Sporadic attempts to outlaw trading 
stamps and price signs continue to 
spring up in the Southwest. 

In Texas, there have been “sponta- 
neous” moves in the last couple of 
months to give up stamps. These 
moves, accompanied by “mass meet- 
ings” and newspaper advertisements, 


CHOOSE 


Regions 


have occurred in such big cities as 
Waco and Houston. 

Marketers say the Waco effort has 
met with some success. They cite a 
half-page newspaper advertisement 
signed by about 70 dealers who said 
they had dispensed with stamps. 

The Houston fight hasn’t been as 
successful. Some who initially gave up 
stamps in one section of the city have 
started handling them again. 

One supermarket grocery chain in 
Houston, however, discontinued giving 
stamps when the dealers started their 


drive and hasn’t gone back to them. 


for 


MORE DELIVERIES 


per day—per year 


2 Heating Oils °°, <= 


Sta-Clean a 


BLACKMER TRUCK PUMPS 


FOR FAST DELIVERIES: 


These positive displacement pumps were 
specifically designed for installation on 
tank trucks to give dependable and maxi- 
mum flow delivery by power take-off 


from the truck transmission. 


FOR MINIMUM MAINTENANCE: 
Maintenance time is reduced to the mini- 
mum with sliding vanes which are “self- 
adjusting for wear” and with the heavy- 


duty, anti-friction bearings. 


All wearing parts are easily accessible 


for replacement after severe service. 
Sizes 1%” thru 4” —Capacities 25 


GPM to 500 GPM. 


Cut-away view of Blackmer Type TX 
Truck Pump with Cartridge-Type 
Mechanical Seals 


WRITE FOR BULLETIN 200 


“liquid materials handling” 





/ BA i 
Tarve ia 
BLACKMER PUMP COMPANY, GR 


® equipment 





ND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 
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Regions 


The Southeast 


Tidewater buys jobber, 
expands in South 


DELTA OIL CO., Petersburg, Va., 
is selling out to Tidewater. It’s another 
step in Tidewater’s expansion south- 
ward, 

Delta, one of the largest oil dis- 
tributors in Virginia, markets in 17 
counties of southeast and southcentral 
Virginia. It’s been in business 30 years. 





NO. 1155 


SIZES: 3” & 4” 


Delta’s assets are 28 service sta- 
tions; nearly 100 dealer outlets; many 
commercial and farm accounts; bulk 
plants and warehouses at Petersburg, 
Emporia, South Hill, Ford, Farmville 
and De Witt; 15 tank trucks and other 
rolling stock, and miscellaneous equip- 
ment. 


In Florida, a recent Miami Herald 
news story stated that Miami service 
station Operators are going out of 
business at the rate of 40% annually. 

The Herald explained, “There are 
about 350,000 cars registered in Dade 
county. Divided up evenly, that would 


give each dealer approximately 250 
regular customers.” 

Is the situation really that tough? 
A well-known industry observer says 
this: 

“Business is tough in Miami, but I 
think the 40% is an exaggeration. 
There’s only one bona fide jobber in 
Miami, and I know his business is 
good. 

“I think the station failures reflect 
poor marketing techniques—guys who 
start business on a shoestring, without 
enough oil business know-how.” 


Some South Carolina jobbers say 
the commercial accounts situation has 
been improved slightly by the govern- 
ment’s mandatory import restrictions. 
According to one oil marketer on the 
scene, a major who was leading price 
breaks in mid-South Carolina was cut 
back on imports and isn’t in a position 
to underbid jobbers as it has been 
in the past. 


>In the South Carolina legislature, 
jobbers are watching progress of the 
appropriations bill, This asks an in- 
spection tax increase to %¢ from the 
present 4% ¢ on all petroleum products. 
Last year the state collected $125,000 
in inspection taxes, which provided for 
four inspectors. As reported out of 
committee, the appropriations _ bill 
calls for the collection of an addi- 
tional $63,800 next year and a total 
force of six inspectors. 

All South Carolina legislation isn’t 
against the jobber, however. Seventeen 
commodities were removed from the 
sales tax exemption list this year, 
among them electricity. This tax on 


This versatile valve furnished on Oilco load- 
ing assemblies No.’s 1426, 1458 and 1462 is a 
valve that thinks for you. It is a revolutionary 
improvement in loading line valve construc- 
tion, and tests in the field confirm its great 
efficiency in liquid loading operations. 


It offers vacuum control, the elimination 
of hazardous spillage, speed loading, instant 
draining, pre-determined shut-off, permits op- 
erators to fill many compartments simultan- 
eously, and fire prevention is assured by a 
fusible link, The result: POSITIVE AUTO- 
MATIC CONTROL. 


This valve may be shut off manually by 
operator at any time for safety, Aluminum 
and bronze construction, 3” size weighs 18 
Ibs.; 4” size weighs 28 Ibs. 


WRITE FOR DESCRIPTIVE BULLETIN A-135. 


Representatives in all leading cities, U. S$. and Canada 


electricity is expected to give fuel oil 
marketers a break in the home-heating 
market. 


>In Waycross, Ga., Pure Oil distribu- 
tor E. L. Bowen, Jr., was recently 
presented with the Chamber of Com- 
merce’s “Jack Williams Award,” pre- 
sented annually to the Waycross man 
who has done the most for his com- 
munity. 

Bowen is the only person ever to 
receive the award twice. A past presi- 
dent of the Chamber of Commerce, 
he has led the Chamber group in 
attracting tourists to Waycross. 


»Two oil marketers are figuring 
prominently in achievements of the 
new Georgia state government. Willis 
Harden, a Sinclair marketer from 
Commerce, Ga., is a member of the 
three-man Georgia highway board. 
Dixon Oxford, a Gulf distributor from 
Dawson, Ga., is Georgia’s revenue 


commissioner. Oxford is a former 
state senator and former highway 
board member. 


Oi, EQUIPMENT MANUFACTURING Co. 


3100 VERMONT AVE., LOUISVILLE 11, KY., U.S.A. 
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Isn’t THIS what you want in an 
UNDERPUMP CHECK VALVE? 


4111 © 1%” ball 
check valve 





WRITE FOR FULL DETAILS AND SPECIFICATIONS 
BUCKEYE IRON & BRASS WORKS, Dept. N 


Box 883, Dayton 1, Ohio 


QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 
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SERVICE, above all? Full-flow without vibration or 
restriction? Positive seating? And don’t you want full 
and easy accessibility for service? We’re sure you do 
... and we’re sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off “O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


LOW PRESSURE DROP 


New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs. (See graph.) Cast guides, inside 
the body, guide the ball as it lifts from seat. 


Available in several combinations for connection 











“Card CHECK 
aim-t'”Ar 











—— 


(es) Va 


(To obtain more data on advertised products see page 168) 





FOR GASOLINE + DIESEL * ALCOHOL » KEROSENE « ETC. 


QSU0L 


Hand Pumps’ 


FOR FARMS + FACTORIES » GARAGES + INDUSTRY « ETC. 


ROTABOY-COUNTER PUMP 


2 units in 1 





Fast 20 g.p.m. Rotaboy PLUS built-in counter 
costs far less than pump with separate meter 
. . . Floating rotor prevents sticking, jamming 
Or freezing ... Furnished with Wilson- 
exclusive Adapt-A-Socket. 


MODEL 320 


Series “300” DOUBLE ACTION PUMP 
Big Action at Low Cost 


Proven high-vacuum, double-action oper- 
ation... Long-life, twin-lipped ‘““Buna-N” 
piston ring . . . Delivers 20 g.p.m. @ 90 
strokes. 


MODEL 1620 


Series ‘1600’ TRANSFER PUMP 
Low Priced * Dependable 


Speedy 10 g.p.m.... Ingeniously simple 
design... Brass piston rod. . . Natural 
lever action. 





SEND FOR NEW CATALOG TODAY 


*Above models furnished with suction pipe, 4” x 8’ rubber hose and brass nozzle 


REPRESENTATIVES IN PRINCIPAL CITIES 
WILLIAM M. WILSON’S SONS, INC. 


LANSDALE, PA. 
MANUFACTURERS OF GASBOYS KEROBOYS. OIBOYS AND ROTABOYS 
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Regions 


The West 


Penny sales make news 
at Northwest stations 


PENNY-A-GALLON gasoline sales 
made newspaper headlines in the 
neighboring cities of Seattle and Ta- 
coma, Wash. 

A new Seattle station sold gasoline 
at a penny a gallon, plus 912¢ for 
taxes, until its pumps ran dry. News- 
papers attributed the operator’s action 
to disgust with a price war, which 
has seen prices drop as much as 8¢ 
gal. to 22.9¢, including taxes, but in- 
vestigation disclosed other reasons. 
The operator, with a long record of 
instability, now is undergoing medical 
treatment. 

In Tacoma, the AA Auto Parts Gas 
Station sold gas at a penny a gallon 
for three hours as part of a sales 
promotion plan. John Kirk, president 
of the company owning the station, 
said his low price had nothing to do 
with the gasoline war and that he had 
been planning the event for many 
months. 

The Tacoma stunt caused a traffic 
jam lasting more than four hours in 
streets leading to the station. As many 
as six officers were required to direct 
the traffic, with cars backed up in two 
lines as far as three blocks from the 
station. The first cars began lining up 
two hours before the sale began. 

Kirk said the station pumped 2,000 
gallons during the three hours the sale 
was in progress and that his pumps 
were kept busy for some time after 
the price was restored to normal. 
Gratified with the response, he is con- 
sidering holding a second sale at the 
same price. 

The unsettled price situation is the 
prime concern of station operators. 
The Washington Gasoline Dealers 
Assn. supported a bill in the state 
legislature that would have required 
uniform tank-wagon prices, but the 
bill failed to survive. 

The association finds some comfort 
in the fact that bills to license auto 
mechanics, increase the gasoline tax, 
and allow trading stamps also failed 
to make the grade. 


>A television commercial by Dia- 
mond Fuel Co., Tidewater heating oil 
jobber in Spokane, Wash., won top 
honors for the best TV commercial 
in a local advertising competition. 

Diamond’s commercial was a hu- 
morous soap Opera take-off on a 
doctor’s busy daily life. The doctor 
image was used to portray Diamond’s 
friendly, dependable service. 
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The East 


Another major puts in 
group insurance plan 


By Cornelius Brodersen 


TIDEWATER Oil Co. is offering its 
eastern division jobbers, dealers and 
their employes a low-cost group in- 
surance plan that includes life, acci- 
dental death and dismemberment pro- 
tection. The plan takes effect July 1. 

With Tidewater picking up part of 
the tab, premiums will be held down 
to 60¢ a month per $1,000 worth of 
insurance. 

Under the plan Tidewater worked 
out with John Hancock Mutual Life 
Co., protection will be offered to all 
regardless of age. 

Jobbers and dealers under 65 can 
pick up $5,000 of life insurance and 
accidental death and dismemberment 
protection for $36 a year. Their em- 
ployes under 65 will be able to pick 
up $2,000 worth of insurance for 
$14.40 a year. 

Jobbers and dealers over 65 will be 
eligible for $2,500 worth of protec- 
tion. Their employes over 65 can pick 
up $1,000 in coverage. 

Dealers served by jobbers can be- 
come eligible for coverage only if the 
jobber signs up. 

White Fuel Corp., largest independ- 
ent oil supplier in New England, is 
convinced oil heat is here to stay. 

As proof, the Boston-based com- 
pany is deep in a multi-million-dollar 
project to boost its 82-million gal. 
storage capacity by another 38-million 
gal. White has 17-million gal. storage 
at a barge plant in Danversport, north 
of Boston, and 65-million gal. storage 
at its South Boston deep-water ter- 
minal. 

The new storage, in seven tanks 
ranging from 100,000-bbl. capacity 
to 200,000-bbl., is going up on land. 


>The cost to heating oil distributors 
of furnishing burner service went up 
about 10% in the East during the 
past heating season, says Charles 
Burkhardt, secretary of Oil-Heat In- 
stitute’s distribution division. 

Service call costs per year to the 
jobber, he says, exceeded $6.50 per 
call as against $5.90 per call in the 
same area last year. Most of the in- 
crease was due to higher labor costs. 
Some of it was due to making more 
calls this past heating season. Burk- 
hardt says that in the colder than 
normal winter, service calls averaged 
2.8 per customer, including the yearly 
checkup. In the previous year, service 
calls were 2.5 per account. 

With burners running more and 
with jobbers selling more oil this year 


than before because of colder weather, 
jobbers were inclined to let up on 
their tight control over service work, 
Burkhardt says. And an industry short- 
age of trained burner men opened the 
doors to untrained personnel. 

Even among experienced burner 
men, the repeat call ratio increased to 
4.2 calls per 100 calls, compared with 
4.0 in an earlier survey. 

On turnover of accounts, Burkhardt 
says jobbers with a large percentage 
of accounts on service policies showed 
a minimal amount of lost accounts. 
Jobbers with 35% or more of ac- 
counts on service lost about 5.4% of 
their accounts. Jobbers with no serv- 
ice policies or only a small percentage 
of accounts on service showed ac- 
count turnover from 7-11%. 


Fig. 535 





You CAN stop product 


losses and equipment damage caused 
by excessive pressure build-up due to 
temperature increase. Fig. 535 Gate 
Valves on new installations or Figs. 
77 or 78 on existing installations will 
do the trick. Write for details. 


White bought next to its deep-water 
terminal. The new facilities will in- 
crease White’s South Boston storage 
capacity by more than 50%. 

White expects the project to be 
ready by September or October. Tanks 
will be connected with present load- 
ing facilities at South Boston. 

The new tanks, White adds, will be 
equipped with heating coils so that any 
of them can be used to store No. 6 
oil. White also handles kerosine and 
No. 2 oil and blends a No. 5 oil. 

In addition to more tanks, White is 
deepening the channel at its dock, 
which can now handle two 36,000-ton 
dwt. tankers. White wants still larger 
tankers to be able to tie up. 
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Associations 


TOMA 


“THE MOST controversial subject at 
our brand meeting was who should 
have got the prize at the costume 
party last night,” remarked a jobber. 
“So I suggested we close the meeting 
and open a bottle.” 

That seemed to be the prevailing 
mood at most of the brand meetings 
during the Tennessee Oil Men’s Assn. 
spring convention. 





Several suppliers had scheduled 


meetings but called them off when the 
jobbers reported they had nothing 
much to get off their chests. 

One thing did have the Tennessee 
men worried, though: the possibility 
of increased trading stamp activity. 
During the business meeting, one of 
the jobbers announced that in his part 
of the state, the southwest, a major is 
“pressuring” dealers to take on trading 
stamps. The “pressure” is “4 ¢ subsidy 
handled through a rental rebate. 
Stamps aren't new to Tennessee, of 
course, but the situation had been 

















¢ PUMPS EASIER 
° LASTS LONGER 


*BUILT BETTER 


Its easy push-pull action is your assurance 
of quick service. Pumps up to 20 gallons 
per minute of lube oils, alcohol, anti- 
freeze, flushing oils, diesel fuels, kerosene 
or gasoline. 

Wayne DD-1 Hand Pumps are built 
for extra long service with Nylon shaft 
bearing, integral O-ring seal, double 
diaphragm, non-clogging screens and 
self-cleaning valves. 

For quick service, longer wear and low 
cost, trouble-free operation get a Wayne 
DD-1 Hand Pump. Write for catalog of 
pumps and accessories for garages and 
service stations and farm use. 


THE WAYNE PUMP COMPANY 


Division of Symington Wayne Corporation 


Salisbury, Maryland 


WAYNE PUMP CANADA, LIMITED, TORONTO, ONT. 
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relatively quiet of late. 

At a luncheon meeting, Leo Hoar, 
Sinclair Refining Co. marketing vice 
president, said, “The self-appointed 
prophets of gloom, speaking for too 
many of us, say they have a cure. But 
government regulations aren’t the an- 
swer.” 

Hoar also charged that oil market- 
ing has lagged behind other industries 
in adjusting to changing times. He 
suggested suppliers, jobbers and deal- 
ers all have to re-evaluate their oper- 
ations for greatest efficiency. 

Another program highlight was a 
panel discussion on “ ‘Plus’ Merchan- 
dising for the Jobber.” Tune-ups and 
light repairs at service stations were 
heavy favorites; more and better TBA 
merchandising was a close runner-up. 

The panel consisted of: J. E. Chis- 
holm, Atlanta division manager, Phil- 
lips Petroleum Co.; E. J. Connable, 
Moto Pep, Inc., Memphis; Joe Hor- 
key, Horkey Oil Co., Jackson, and 
R. D. White, assistant general manager 
of marketing, Arkansas Fuel Oil Corp. 
Doris Wells, NPN Factbook editor, 
was moderator. 


PPA 


CONCERN that fair trade may be 
overturned in Pennsylvania was ex- 
pressed by many a jobber showing up 
at Bedford Springs for the spring meet- 
ing of Pennsylvania Petroleum Assn. 

As a group, PPA jobbers have no 
quarrel with fair trade. They like it 
because it has tended to stabilize gaso- 
line prices since late last year. 

They’re somewhat worried because 
a few lower courts have turned down 
supplier requests for temporary in- 
junctions against dealers who thumb 
their noses at fair trade. 

In denying temporary injunctions, 
these lower courts have not questioned 
fair trade’s legality. Rather, they’ve 
hinged their denials on contracts be- 
tween majors and dealers; the courts 
hold that since some contracts pre- 
date fair trade, suppliers can’t legally 
force dealers to adopt fair trade. 

Such attitudes, jobbers say, could 
mean trouble when formal arguments 
are held on applications for perma- 
nent injunctions. Up to convention 
times, says a supplier, none of the 
cases had reached the formal hearing 
stage. 

Jobbers feel that if permanent in- 
junctions are denied, suppliers will 
be faced with long, costly legal battles. 
Some may not cotton to that idea 
and give up fair trade. When that 
happens, jobbers point out, price wars 
will likely return again. 
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NEW! 


VERSATILE RACK 
SELLS MORE TBA! 


¥% DISPLAYS YOUR HIGH-PROFIT TBA ITEMS! 

eo FITTED WITH WHEELS FOR EASY STORAGE! 

4 ALL-METAL, DURABLE, ATTRACTIVE! 

4 FEATURES HIGH-PROFIT, HIGH-TRAFFIC COCA-COLA! 
Tires 


Barreries 
ACCESSORIES | 


. 


Brie se 
i 
j 
i 
| 





AVAILABLE ONLY FROM YOUR COCA-COLA BOTTLER 


Now the newest of all display racks to help you make more big profits 
on TBA items! This durable, attractive rack is 

designed to display your TBA items together for better sales appeal. 

It also helps eliminate scattered, untidy smaller displays. 


This rack alone has one more big plus: it combines TBA items with 
high-profit, high-traffic Coca-Cola! This combination helps you make more 
sales of both! Your Coca-Cola bottler has all the details about the new 
“Case-Carton-TBA Rack.” Call him today for full information. 


Copyright 1959 The Coca-Cola Company SIGN OF GO 0 D TASTE 
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IMMEDIATE 
SHRVICE 


ANYWHERE in U.S. & Canada. Scovill’s nation- 
wide facilities provide the industry’s fastest 
service on fuel oil and gas pump couplings! 


Only Scovill with its country-wide network of sales 
offices and warehousing facilities is equipped to 
give you such fast... efficient service. All orders 
for fuel oil and gas pump couplings received by 
Scovill are shipped promptly. And the sizes you 
want are always immediately available. That’s 
because Scovill makes and stocks a complete range 


—from *,” to 3” in’ fuel oil couplings... and all 


standard sizes in gas pump couplings. 


The largest—and finest—sales and service force 
in the industry is ready to consult with you any- 
time, anywhere when you specify Scovill couplings. 
And—because you can buy direct from Scovill—you 
save up to 14 the former cost of oil and gas pump 
couplings. Get complete details now. Write: 
Scovill Manufacturing Company, Hose Coupling 
Department, Waterbury 20, Connecticut. 


Hose couplings by SCOVILL 


Main office: 99 Mill Street, Waterbury, C ti land: 4635 W. 160th Street Los Angeles: 6464 E. Flotilla Street Heuston: 2323 University Blvd. 
San emi 434 Brannan Street Toronto: 334 King Street, East 





(To obtain more data on advertised products see 


page 168) 
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Associations 


CPA 


MANDATORY oil imports controls 
came in for a blistering at the annual 
meeting of the Connecticut Petroleum 
Assn. (CPA) in Hartford. 

Otis Ellis, general counsel of the 
National Oil Jobbers Council, pre- 
dicted the mandatory controls will re- 
sult in an increase in crude oil and 
petroleum product prices by the time 
the fall heating season is under way. 

He further predicted gasoline prices 
may be raised before the summer 
season is over. 

“It is a sad state of affairs,” said 
Ellis, “when the people of New Eng- 
land and other sections of the country 
are compelled to subsidize the oil 
barons from Texas and Oklahoma in 
the sacred name of national security.” 

CPA went on record unanimously 
as Opposing continuation of the 27.5% 
oil depletion allowance and the intan- 
gible drilling costs provision. 

Ellis warned CPA members cf a 
concerted campaign to get influential 
jobbers to oppose NOJC’s policy 
against the depletion allowance. 

In other resolutions, adopted unan- 
imously, CPA: 

e Condemns majors granting spe- 
cial discounts to commercial con- 
sumer accounts. 

e Opposes enactment of federal 
fair trade legislation as now proposed 
in the Harris fair trade bill. 

e Favors a constitutional amend- 
ment to prevent further diversion of 
highway revenues into general funds. 

Elected president for two years was 
William H. Wesson, W. E. Wesson 
Co., Waterbury. 


GPFC 


HEATING OIL jobbers at the one-day 
convention of Greater Philadelphia 
Fuel Conference were told that the 
future of oil heat is in their own hands. 

The Philadelphia-area oil men were 
urged: 

e To take a look at the type, qual- 
ity and scope of burner service they 
offer. 

e To become better operators 
through better management. 

e To make full use of new tools ‘in 
the field of local oil-heat promotion. 

Bill Kane, Lewis Associates, Inc., 
Port Washington, L. I., said burner 
service itself was no longer enough. 

Service must cover all the mechan- 
ical needs of an oil customer to assure 
heat in every room and all the hot 
water he needs, he said. Otherwise, 
it’s an open bid for gas-minded 
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HAVE TOMORROW'S STATION TODAY WITH 


“GASILE” 
STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767,626) 


: WRITE FOR INFORMATION OR PRICES 


ww. B. GOODE COMPANY, INC. 
PHONE ELGIN 9-4470 + 2915 WEST LEIGH STREET * RICHMOND 21, VIRGINIA 











HIGH SPEED DELIVERY AND MINIMUM LINE LOSS 


WITH NEW HANNAY HI-CAPACITY HUB ASSEMBLY 


To meet the Jet Age demand 
for hose reels to provide de- 
livery speeds up to 600 gpm, 
Hannay has engineered this 
completely new Hi-capacity hub. 
The unique hub design and the 
long sweep of the hose connec- 
tion provide unrestricted flow 
characteristics unmatched by 
any reel in the industry. 


For more information on Han- 
nay reels with the new Hi-ca- 
pacity hub and other Hannay 
developments for High Speed 
Fuel Delivery, call your Oil 
Equipment Jobber, or write 
direct for complete information. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO, NEW YORK 
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Associations 


plumbers to get into the house—and 
into the basement. 

Better jobber management was the 
pitch of talks by L. T. White, Cities 
Service Petroleum, Inc., and Len 
Marshman, Mobil Oil Co. 

White maintained that profits are no 
longer “what happens to be left over 
when bills are paid.” 

“Profits,” White asserted, “are no 
accidents; they are planned.” He urged 
jobbers to ask themselves, “What can 
I do better?” 


Low-coct Businece Booctere! 


Marshman said there will be little 
room in the market for inefficient oper- 
ators. “You’ve got to do more for less 
to get improved, low-cost operations.” 

The industry is now making it pos- 
sible, through National Fuel Oil Coun- 
cil, for local jobber groups to get a 
better deal on fund for local oil-heat 
promotion, Marshman said. They 
could, he added, count on some con- 
crete results from the burner research 
program that American Petroleum In- 
stitute’s fuel oil committee has started. 


From one time-tested Tokheim unit, 
20 customer-tailored hand pumps! 














Offer your consumer customers exactly 


the right hand pump to meet their par- 
ticular requirements—nail down their 
continued business! Tokheim makes 
it easy to do. To this one basic high- 
vacuum unit illustrated, Tokheim adds 
the proper job-suited accessories— 
hose and nozzle, or discharge spout; 
bottle filler, or drip pan; meter, or 
whatever is needed! This 20-model 
688 Series is one of three Tokheim 


General Products Division 








Basic Tokheim 
Model 688-3 


Hand Pump groups. There is also the 
economical 476 Series for light duty, 
and the Series 1100 double-action 
Piston Pumps for heavy duty require- 
ments. Here’s a broad, flexible line of 
rugged pumps that have proved their 
dependability during many years’ serv- 
ice. Ask your Tokheim representative 
about these low-cost business boost- 
ers. Or, write the factory today for 
free, illustrated Bulletin No. 1266. 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
Fort Wayne 1, Indiana 


1650 Wabash Avenue SINCE 1901 


Toiiizmm 





Subsidiaries: Tokheim International A.G., Lucerne, Switzerland; 


GenPro Inc,, Shelbyville, indiana; Tokheim of Canada, Ltd., Toronto 
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lIOMA 


GASOLINE JOBBERS and their heat- 
ing oil counterparts each found some- 
thing of special interest in the program 
fare dished up at the one-day con- 
vention of Independent Oil Men’s 
Assn. of New England. 

Otis Ellis, general counsel of Nation- 
al Oil Jobbers Council, was on board 
to answer gasoline jobbers’ questions. 

About fair-trade legislation, he said, 
“It hasn’t a chance of becoming law 
this session.” Only one major (Atlan- 
tic), he added, spoke up for fair 
trade at committee hearings. 

What about S-11? That’s hanging 
in the balance, likely to come out of 
a Senate judiciary sub-committee but 
nip-and-tuck in the full committee. 
“Question marks,” Ellis said, “have 
been raised in the minds of some 
sponsors.” Chances of it remaining 
bottled up in committee are “better 
than at any time in the past three 
years.” 

On mandatory imports controls, 
Ellis sees crude prices going up 25¢ 
to 50¢ bbl., but the rise is now being 
held up by oversupply. “It will still 
mean gasoline price wars but at a 
higher level,” he said. 

With attacks being made on deple- 
tion allowance, Ellis said, domestic 
producers are now trying to sell jobbers 
and dealers on the idea that wiping 
it out would mean a 5¢-gal. product 
boost. To Ellis, that’s “hooey”. He 
says, “They gutted us with imports 
and they weren’t worried how it would 
affect us on price.” 

On competition in the East between 
major and private brands, Ellis sees 
a slow, definite effort by branded sup- 
pliers to curb the growth of private 
brands. “Majors,” he says, “are taking 
another look and making up their 
minds not to lose any more business 
to private brands. . . .” It may work, 
too, he thinks, because in the East 
there aren’t as many independent re- 
finers who can pour private-brand 
gasoline into the market as elsewhere. 

C. W. Blickensderfer, manager of 
fuel oil sales, Sinclair Refining, told 
heating oil jobbers the industry climate 
for oil-heat promotion has never been 
more sensitive or favorable. 

“T question,” he said, “whether there 
are now any majors operating in oil 
heat areas whose top management and 
marketing vice presidents are not 
seriously interested and deeply con- 
cerned with their distillate distribution 
and effect on profits. 

“We are convinced that oil heat of 
the future will be promoted and sold 
as vigorously as other products.” 
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OR COLD... PARATONE- BLENDED OILS STAND UP! 


When the heat’s on, inside and out . . . metal-scorching temperature in the 

engine— sweltering radiation from the hot summer sun . . . ordinary oils become 

dangerously thin. But oils blended with Enjay Paratone® viscosity index 

improver stand up to oil-thinning heat and retain their lubricating viscosity. Yet 

when winter sets in, Paratone-blended oils do not congeal to a heavy, sluggish 

oil. They provide instant lubrication to all patts for quick, cold weather starting. 

Enjay has developed the only complete line of high quality additives (Paramins®). 

To meet the most exacting oil specifications, insist on Enjay Paramins. Pioneer in Petrochemicals 


ENJAY COMPANY, INC., 15 West 5Sist St., New York 19, NW. Y. + Akron +» Boston + Charlotte - Chicago + Detroit - Los Angeles + New Orleans + Tulsa 


June, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 168) 29 








“Our Ford Super Duties average 5 to 5% 
miles per gallon pulling 6400 gallons” 


says Sam Browder, Vice President 
Harriman Oj! Company Inc., Harriman, Tennessee 


“Our two Ford F-1000 tractors pulling 6400- 
gallon semi-trailers haul a million gallons of 
gasoline a month from the pipeline to our com- 
mercial accounts. We also have some smaller 
Fords that do an excellent job for us around our 
plants and when it comes to over-the-road hauls, 
nothing can beat the economy and performance 
of these two Ford Super Duties. 


“We didn’t realize how expensive our other 
tractors were to operate until we replaced them 
with Fords about a year ago. Our gas consump- 
tion with the 477-cubic inch Ford V-8's is run- 
ning 5 to 5% miles per gallon compared to only 4 
miles per gallon with the 450-cubic inch sixes we 
had before. Many of the routes in our territory 
include grades up to 20% and the F-1000’s are 


climbing them at least one gear higher than the 
tractors they replaced. This not only gives us 
better mileage but keeps our engine speeds down 
for longer life. 


“We have over 70,000 miles on each tractor 
and the only expense we've had has been the 
usual plugs and points plus an occasional tune- 
up. Our drivers are real Ford boosters, too! One 
of them told me recently that his unit was getting 
better mileage every day. Both agree that the 
Fords are easier to handle, easier to drive, more 
comfortable and: not as tiring on a long trip. 
These tractors have built up such a reputation 
that our men can't leave the keys in the cabs be- 
cause the other bulk drivers would run around 
the block to try them out.” 














NOW! CERTIFIED PROOF ! 


FORD TRUCKS COST LESS 


"69 Ford Pickups 
beat average mile- 


age of other leading 
makes by 25.2 % in 


Economy Showdown U.S.A. 


Here at last is certified proof of the 
differences in gas mileage between six- 
cylinder pickups . . . evidence that you 
can use in your operation. 

It was compiled by America’s fore- 
most independent automotive research 
firm after testing 1959 six-cylinder, %- 


LESS TO OWN...LESS TO RUN. 


ton pickups of the six leading makes. 
All trucks were bought from dealers— 
just as you would. 

The tests paralleled every kind of 
driving — high speeds and ; open 
highways and city traffic, even door-to- 
door delivery. And in every test, ’59 
Ford Sixes delivered more miles per 
gallon than any other make. Here are 
the actual percentages: 


"59 FORD PICKUP SIXES GAVE 
42.6%, better mileage than make “D" 
31.1% better mileage than make “I” 
25.2% better mileage than make “C”’ 
22.0%, better mileage than make “‘S" 

9.6% better mileage than make “G” 
Taken together, Ford got 25.2% more 


miles per gallon than the average of all 
other leading pickups! 


Now! During Dividend Days at your Ford Dealer’s...Go FORD-ward for Savings 
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- LAST LONGER, TOO! 


What's the secret of Ford’s economy? 
First, of all pickup sixes, only the Ford 
Six has modern Short Stroke design 
which reduces friction and requires less 
fuel. Second, to this modern engine, 
Ford has added a new economy carbu- 
retor to meter fuel more precisely in 
both high- and low-speed ranges. 

See your Ford Dealer for the full 
report of Economy Showdown U.S.A. 
and get the whole story firsthand. 


All tests 
conducted and results 


CERTIFIED 


by America’s foremost 
independent automotive 
research organization” 
*NAME AVAILABLE ON REQUEST 
Send inquiry to P.O. Box 2687, Ford Division 
' Ford Motor Co., Detroit 31, Michigan 
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Associations 


ESPA: 


DESPITE a continuing upswing in 
business, New York’s oil jobbers see 
a few dark clouds ahead. They showed 
their concern at the spring meeting 
of Empire Siate Petroleum Assn. in 
New York City recently. 

They’re worried about: 

e Growth of private-branders in 
upstate areas. ESPA plans to study 
the trend to see how such competition 
will affect branded jobbers. 

Private branders, according to 
ESPA members, seem to be on the 
move especially in the Albany-Troy- 
Schenectady area, Rochester and 
Buffalo, but also in other up-state 
cities. 

A few ESPA members say privately 
they are leaning in the direction of 
private-brand operations themselves. 
“It makes a jobber think that some 
of his leased stations might do better 
as cut-rate outlets,” one says. 

e Mandatory oil import controls 
and their effect on product prices in 
the future, Reflecting board thinking, 
Dick Meyer, outgoing ESPA presi- 
dent, said in his annual report: 

“It’s hard to see how the govern- 
ment can expect the new program to 
work successfully without the imposi- 
tion of domestic price controls. Any 
rise in the cost of domestic crude 
may have to be absorbed by the 
marketing segment, and apy increase 
passed on to consumers could be 
termed damaging to national security 
by adding to the fires of inflation.” 

e The many distillate price hikes 
during the past heating season. ESPA 
heating oil jobbers feel suppliers left 
them out on a limb by not coming 
up with reasons why price boosts 
were sO numerous. 

Jobbers said the increases “were a 
little difficult to explain” to oil ac- 
counts in the absence of any supplier 
comment. Hope was expressed that 
somehow the industry could keep 
prices leveled off. 

e Higher-than-normal gasoline 
stocks, resulting from increased re- 
finery activity to meet demands for 
more heating oil during the colder- 
than-normal winter. 

The situation, Meyer said, could 
lead to a rash of price wars this 
year. “There’s a tendency to sell 
gasoline at the price at which it will 
move. We hope there is some con- 
trol,” he added. 

e Failure of the oil industry to 
come up with any national oil-heat 
promotion campaign. Jobber Bill Van 
Voast of Johnstown, speaking at a 


32 


luncheon meeting, said he is pessi- 
mistic about fuel oil’s future. 

“The present efforts have had some 
success but the effort isn’t big enough. 
A nationwide fuel oil promotion pro- 
gram is everybody’s business since 
everybody in the industry will benefit. 
The sooner this is realized, the sooner 
we can get to work,” he said. 

There was some good news, too. 

e Jobbers can now get more lia- 
bility insurance coverage and greater 
dollar protection in fewer policies 
than they now carry—and at a lower 
premium rate. 

ESPA’s new service (voluntary) 
provides for a check by an insurance 
expert of all jobber policies on auto 
liability, workmen’s compensation, 
and fire and public liability on plant, 
buildings, stock, storage, and other 
insurables. The expert will make in- 
dividual recommendations in each 
case and place insurance with the 
company that offers the best deal. 

The big idea is to show insurance 
companies just how much jobber in- 
surance is at stake so they'll be willing 
to work out policies tailored to fit 
jobbers’ needs. 


Many Marketing Problems 


Right now, insurance companies 
have no accident rate experience with 
oil trucks because they put such 
vehicles in a general classification 
with trucks in more accident-prone 
industries, says Bill Chamberlain, 
ESPA’s insurance expert. 

If insurance is bought collectively 
from one or two selected companies, 
these companies would gain accident 
experience on oil trucks and jobbers 
could ask for reduced rates. 

Jobbers will be able to get all-risk 
coverage on their physical properties, 
including flood insurance, which is 
difficult and costly to obtain by itself. 

e Otis Ellis, general counsel of 
National Oil Jobbers Council, told the 
group that NOJC “has enough evi- 
dence on commercial consumer ac- 
counts, and is ready to go to the 
Government with the facts.” 

e Ellis says S-11 may be bottled up 
in the subcommittee of the Senate 
judiciary committee. “I think,” Ellis 
said, “that chances of bottling the bill 
up are better than anytime in the 
last three years.” Only jobber opposi- 
tion to the bill, Ellis added, has kept 
S-11 from becoming law. 


Boston Home Heat Council 


BOSTON’S BETTER Home Heat 
Council plans to spend $200,000 this 
year in an all-year all-media oil-heat 
promotion push. That’s about $85,- 
000 more than last year’s kitty that 
struck a dry hole around September. 
The “peace of mind” safety pitch, 
basis of the past two campaigns, will 
be expanded to sell oil heat’s peace 
of mind on dependability and econ- 
omy as well as safety. It'll be a soft- 
sell approach aimed to make people 
stop and think about all fuels in buy- 
ing, building or remodeling houses, 
then to decide in favor of oil heat. 
About $74,000 of the war chest 
goes into a 52-week television show, 
including a half-hour segment of a 
90-minute Sunday afternoon program 
showing classic motion pictures to an 
audience of 0.75-million people. 
BHHC will have three one-minute 
filmed commercials on its segment, 
which rotates weekly for wider im- 
pact. The sound track of the TV ads 
will be used on all local radio stations 
daily. , 
BHHC is also continuing its news~ 
papef advertising and will increase— 
from 55 last year to 76 this year— 


its use of outdoor boards for spring 
and fall campaigns. 

To raise $100,000 from jobbers— 
the other $100,000 is coming from 
suppliers through National Fuel Oil 
Council—BHHC has upped jobber 
contributions from $250 per million 
gal. to $300. 

Boston’s campaign will be sup- 
ported by North Shore and South 
Shore BHHC’s since they benefit from 
Boston’s advertising program. The 
North Shore group, for example, gives 
30% of contributions up to $15,000. 
The North Shore group is becoming 
more active, planning to spend $25,- 
000 this year vs. $15,000 last year. 
North Shore BHHC will ask jobbers 
to contribute on a basis of $350 per 
million gal. or $150 per truck, an in- 
crease of $50-$25 respectively over 
last year. 

Oil-heat promotion groups are out 
to get wider jobber representation in 
their campaign. Last year, 230 of 
more than .900 Roston-area heating 
‘Qil jobbers contributed. Six terminal 
operators and eight majors, plus a 
number ‘of allied eQncerns, anted up. 
More are expected”to join this year. 
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Profile for low maintenance costs 


a9 


“fuel-proof 


METER 





2000 Series 


Bennett’s exclusive all metal “fuel-proof” by the one meter built to keep pace with rapid 
meter will handle any fuel that can be advances in motor fuel improvements. 
marketed for use in modern motor vehicles. dy Oy Lifelong accuracy is engineered into the 
In today’s competitive sales situation, oil \  s Bennett “fuel-proof” meter. That’s one 
marketers appreciate the low maintenance VCE of the many reasons why Bennett is the 
costs and long-term profit protection provided industry’s Standard for Comparison. 











Model 2008 G 


Big G 
Transfer Pump 


CHECK YOUR Oil 


U 


Model 256 
uminated Oil 
Mer t and er 


—_—————_y 
Model 56 
Fleet Jr 


Model 100 BMF 
Grease Dispenser 





Model 98 
Tireflator 


Model 789 
Fieetmaster Pump 
with Ticket Printe¢ 


Model 506 
Barrel Pump 


Mt 


Model 246 
AWTH Islander 


Model 244 
AWT Islander 


Model 248 
AWC Islander 
with Cash Box 


Model 32 
Hose Reel 


y — ) 
Ntondlorl for é OMPUUSON 


Each of these Bennett products is built to be the finest of its type, to deliver the superior 
performance, maintenance economy and year-in, year-out dependability that have 
made Bennett famous as the Standard for Comparison. That’s why oil marketers everywhere 
rely on Bennett dispensing equipment for quality construction and peerless operation. 


JOHN Wood COMPANY . Bennett Pump Division +» Muskegon, Michigan 
District Offices: Albuquerque + Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland « Dallas * Denver © Detroit * Kansas City 
Little Rock « Los Angeles * New Orleans * New York « Philadelphia * Pittsburgh * Rochester * Sait Lake « Seattle « St. Paul « San Francisco 


IN CANADA: JOHN Woop COMPANY LIMITED «© Toronto + Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y, Cable “WOODINTER” 





Permeation Barrier is a protective layer 
of special rubber compound between the 
tube and the reinforcing layers of Gates 
Oil Suction and Discharge Hose. 

This protective layer reduces the dam- 
aging penetration of oil hydrocarbon mole- 
cules, which can cause separation between 
components of the hose. As experienced 
users know, maximum adhesion between 
these internal components is the key to long 
hose life. 

For more hours of actual service life, You get “Permeation Barrier” plus 
fewer replacements, and lower hose costs 5 other superior features... 
... specify Gates 0.S.& D. Hose. 


The Gates Rubber Company Denver, Colorado cust sail oe aaieaaaiaae 


Gates Rubber of Canada Ltd., Brantford, Ontario rubber stock which resists damage 
by aging, abrasion, weather and oil. 


TUBES are specially compounded to 
handle petroleum products without 
softening or swelling. 


REINFORCEMENT of spiral wound steel 
wire provides for maximum strength 
and crush resistance to the body 
of the hose. 


carcass of high tensile fabrics in 

multiple plies is engineered for 

full rated suction and discharge 
» pressures. 


, BUILT-IN FITTINGS are all static- 

* bonded to discharge electricity be- 
fore a dangerous charge can be 
built up. 
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These are some of the Schrader 
products we use.” 


® 
EXTRA Schrader AIR LINES 
SAVE US | iN “ -& 
COUNTLESS STEPS ] ee aa 


Snap-in a line equipped with a #5499 single 
foot chuck and you can handle air service on 
any car anywhere in your shop. For big truck 
duals— without skinning knuckles—here’s the 
##8159B dual foot chuck. 


says Lawrence Lagala ; 
Clubway Service Station ' . ee ie : see 
Hartsdale, N. Y. 1 ©) CHUCK GAUGES—This is the Schrader #3650C— 
' = gives complete air service—gauge, inflate, de- 
flate—anywhere you service tires! 


COUPLERS, ADAPTERS—Here’s the hardware that 
makes air as convenient and accessible as your 
electric outlets: Schrader #8052 quick-acting 
couplers, adapters, check units. 


= 
om de. { Ai! Cella, / 
ates (mR, ") BLOW GUNS, AIRLINE FILTERS — Schrader blow 
<@ a4 i> “ guns like this #7184C have dozens of uses 
‘| ee around your place. Protect valuable tires and 
% wel ea tools with air filters. Here’s the new #3332M 
filter with high pressure metal bowl. 


“We don’t waste time rolling tires back and forth from the repair shop to our air line. We've got plug-in 
air units near each service area to save work and let us service customers faster and easier. Whenever gy oy booed ae oe a. 

pre" . : ag : : : ” f products to help you 
1 plan my step-saving, | select from Schrader’s full line of air line and tire service equipment. make the most profit with the least trouble and 


Equip your shop now! Order quality Schrader products from your supplier. time. They make the best repairs a cinch. 


REMEMBER: The valve should be as new as the tire! Whenever you mount a new tubeless tire always change the valve. 








A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 
0 Grisies SS SVILS FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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BRUNNER 


SINCE 1906 
Rad 








_— 


Tf aan sae 


FOR <= IG AIR DEMANDS 


10-15 PIT ean 
SERVice \ LARGE CAR \ REFINERIES | 5) ants \\ 'NDUSTRIAL 








TRUCK 


DEALERS 




















Since 1906, Brunner has led with the latest in air compressors. Now the WJ and WK 
(10 thru 30 HP) water cooled line joins the famous family of Brunner compressors 
from % thru 50 HP. Write for Bulletin 763 with water cooled air compressor 
specifications. 


If you use air, you'll do better with Brunner 
BRUNNER DIVISION 


DUNHAM-BUSH, INC. nia CONDITIONING « nereieenanion «  REATING « meat TRANSFER 


WEST HARTFORD 10 e CONNECTICUT e¢ U. S. A. 
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“I make good money with 
‘Texaco, am my own boss 
and have a solid future” 


says Texaco Dealer H. T. Neely, Houston, Texas 


Mr. and Mrs. Neely and their two children live in this fine estate holdings. He drives a new car, finds time for fishing 
modern home. He has also invested part of his savings in real and hunting, and is active in clubs and civic affairs. 


* 
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Mr. Neely at his busy station. He pumps 
about 30,000 gallons per month, and his 
annual TBA business is around $70,000. 
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R. NEELY came out of 
World War II determined 
to be his own boss. He wanted a 
service station, and picked Texaco. 

“I like the way Texaco cooper- 
ates with its Dealers,” he says. 
“When you’ve got a problem, the 
Texaco people are on the job fast 
to help iron it out. Their experi- 
ence with Texaco’s 40,000 Dealers 
has taught them how sound, profit- 
able service station business is 
developed. 

“Texaco’s national advertising 
brings me a lot of out-of-town 
bonus business, too, because 
motorists from everywhere carry 
Texaco Credit Cards. Half of my 
transient business is done with 
Texaco Credit Card holders. 

“Texaco’s seasonal promotions 
in the spring, summer and fall 
bring me a lot of extra dollars, too. 
And car owners can’t help hearing 
about these promotions, because 
they are advertised in national 
magazines, on TV and radio and 
on thousands of billboards. In 
addition, Texaco supports local 
Dealers with special station-traffic 
building promotions to win new 
customers. 

“I'd advise any man to talk 
with the Texaco people if he wants 
to get into business for himself. 
It sure paid off for me.” 


6 REASONS WHY YOU CAN MAKE 
MONEY AS A TEXACO DEALER 


1. The best petroleum products, 
known and accepted by car own- 
ers nation-wide. Continuous re- 
search and development insure 


that Texaco will always have out- 
standing products. 

2. The best and biggest national 
advertising program...constantly 
selling Texaco Dealers to car 
owners everywhere. 

3. The best point-of-sale promo- 
tion material to help bring cus- 
tomers in and bring them back! 
4. The best customer credit card 
— in fact, the only petroleum 
credit card honored nationally, 
under one sign. 

5. The best retailer policy — 
Texaco helps its Dealers to mar- 
ket nationally-advertised and 
accepted TBA products. 

6. The best opportunity to cash 
in on “touring” business — be- 
cause Texaco customers at home 
like to stop at Texaco stations 
when on the road. This means 
you have more than 40,000 other 
Texaco Dealers helping you. 


A solid future is one of the advantages 
of being a Texaco Distributor or a 
Texaco Dealer. Proof: 683 of our Dis- 
tributors have been with us for 20 years 
or more—some as long as 45 years. 
20,096 Texaco Dealers have been with 
us for 10 years or more —some more 
than 45 years. There may be an oppor- 
tunity for you in the Texaco family. 
Get in touch with the Texaco Division 
Office nearest you. 


Division Offices: Atlanta, Georgia; Boston 16, Massachusetts; Buffalo 5, New 
York; Butte, Montana; Chicago 4, Illinois; Dallas 1, Texas; Denver 3, Colorado; 
Houston 2, Texas; Indianapolis 1, Indiana; Los Angeles 5, California; Minneapolis 
3, Minnesota; New Orleans 16, Louisiana; New York 17, New York; Norfolk 2, 


Virginia; Seattle 1, Washington. 


(To obtain more data on advertised products see page 168) 





PETROLEUM SALES MANAGERS: 


If you want your 
TBA operation to 
look doubly good 


LOOK HERE! 


i 








a 


Ty =a Lp Wl 


THE 


GENERAL 
TIRE 


Your entire TBA picture will take on a sharp, prosper- 
ous new look when you headline The General Tire and 
its complete line-up of tubes, batteries and accessories. 
Likewise, every one of your basic products and services 
will benefit as never before. For the biggest break you, 
‘your dealers and customers have ever known, GO with 
GENERAL TIRE today! 


e Complete line of passenger, truck and farm tires 

e Consistent and concentrated advertising help 

e Complete marketing and merchandising programs 

e Warehouse facilities as near as your nearest telephone 
e Sales training aids designed to boost sales and profits 


makes your sales 











jump to attention 





write today to: 
L. L. HIGBEE, 
TRADE SALES MANAGER 


THE GENERAL TIRE & RUBBER COMPANY 
AKRON, OHIO 
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any make... 
any size... 
any year... 


Weaver Twin Post Lift 
handles them all! 


For past, present and future use in your place of 
business, the Weaver Twin Post Lift beats ’em all. 
No new model car has ever obsoleted the Weaver 
Twin Post Lift—It handles all new models —or 
older models —long, medium or short wheelbase. 
Model EC-102, is rail-less, and provides unobstructed 
chassis accessibility ... Current model Weaver Twin 
Post Lifts, with standard adapters easily handle jobs 
that can not be raised safely on other lifts. 

Because of its utility and anti-obsolescent qualities, 
the Weaver Twin Post should be THE LIFT for 
you. For complete details, see your Weaver jobber 
or write us for Bulletin No. 457. 


June, 1959 * NATIONAL PETROLEUM NEWS 


NEW WEAVER FRONT SADDLE SPOTTING 
DEVICE (shown above) makes it fast and 
easy to correctly spot adapters under the 
proper lifting points. Operator simply in- 
serts shift lever (A) into left (B) or right 
(C) socket to adjust corresponding adapter 
in or out. Rear adapters have the exclu- 
sive side adjustment when required. 


SERVICE EQUIPMENT 
WEAVER MANUFACTURING CO. 
SPRINGFIELD, ILLINOIS, U.S.A. 
Division of Detroit Harvester Company 
Compl line includ Twin Post Lifts 
. . « Triple Post Lifts . . . Single Post 
Roll-on, Free-Wheel and Frame Type Lifts 
es ... Cor Washers .. . 
Wheel Alignment Equipment . . . Jacks 
- + + Headli ht Testers +s. Brake Testers 


Wheel Dollies . . . and Air Compressors. 
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Among car manufacturers, more install FRAM at the factory 
than any other filter! This wide preference for FRAM as 
original equipment by car makers is good reason for FRAM’S 
preference by car owners! And it helps explain why dealers 
find filter business goes up when they stock FRAM. 
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RST! 


Lee Anyway you look at it... 
EY FRAM ranks first! 


& More drivers prefer FRAM than any other brand! ee AIR FUEL WA TER 


a More car makers install FRAM as original equipment! 


@ More dealers switch to FRAM daily—to get the extra 
sales that FRAM Filters bring! 


FRAM CORPORATION, Providence 16, R. 1} 
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LOOK 


who's steering business 
to Cities Service! : 











‘and True Economy 


On billboards everywhere, you and your 
customers will see this famous face and many 
others that you know, driving home the Cities 
Service theme, ‘‘ENJOY LUXURY DRIVING AND 
TRUE ECONOMY.”’’ 

That’s good news if you’re a Cities Service 
dealer or jobber. But even if you aren’t you 
couldn’t pick a better time to consider becom- 
ing one. For with the support of these famous 
stars, Cities Service dealers and jobbers are 
in for the biggest year yet! 


(To obtain more data on advertised products see page 168) 
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Moreover, as a Cities Service dealer or jobber, 
you can look forward to complete cooperation 
and assistance in any phase of operation—from 
taxes to station display, from inventory con- 
trol to advertising. Also, you have available 
to you the facilities and services of the famous 
Cities Service Business Library. 

For the full story on what you might expect 
as a Cities Service dealer or jobber, write: 
Cities Service Oil Company, Sixty Wall Tower, 
New York 5, N. Y. 
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W I-R “VAPOR-FLO” MOTORPUMP 
= HANDLES AIR or GASES... 


Ingersoll-Rand ‘'Vapor-flo”’ 
Motorpump with threaded connection. 
From 2 to 7'2 horsepower. 


“VAPOR-FLO” 
IMPELLER | FOR TRANSPORT UNLOADING 


On installations where vortexing or 
vaporizing of gasoline or fuel oil occurs, 
the new I-R “Vapor-flo’’ Motorpump has 
the amazing ability to handle and 
discharge vapors—while continuing to 


The ‘Vapor-flo’’ Motorpump handles 
air or gases because it is designed with 
a patented diverging impeller with 
fewer vanes. Any air or gas passes 
through the pump without vapor binding. » 


OW Rall PIR a 


es 


pump liquid! 


EFFICIENT and ECONOMIC 


Exclusive ‘‘Vapor-flo’’ design gives you 
20% more efficiency over ordinary self- 
priming pumps, and you save 20% to 
30% in cost! ‘‘Vapor-flo’’ brings new 
efficiency to transport unloading by pro- 
viding faster, more economical handling. 








Complete data on the new I-R 
“"Vapor-flo’’ is contained in 


Ingersoll-Rand’s latest catalog 

on Motorpumps for Gasoline or TL ay AXe) || baad shal 

Fuel Oil Handling. Send for your 

copy today. 11 Broadway, New York 4, N.Y. 
9-964 
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JOKHEIM 


Today’s Widest Choice of 
Service Station Dispensers 


This year only Tokheim gives you a 


choice of three jet-styled models, lighted re INTERCEPTOR 


or unlighted, complete pumps or island *~ with fluorescent lighting 
vertising panels 


pedestals—each with distinctive customer 
appeal. And the excellence of these dis- 
pensers goes far beneath the surface. The 
new Tokheim Miracle Meter, the im- 
proved Pumping Unit and the Hydraulic 
Control System in pedestal models, all 
give these new Tokheims a performance 
level far above anything heretofore avail- 
able—and a maintenance cost far below. 
See your Tokheim representative today! 


Excellence in every detail 


NEW MIRACLE METER 
Accurate at any rate of de- 
livery at any pressure. Built INTERCEPTOR 

to withstand reaction of all MODEL 452 TWIN 


gasolines in use today. for one or two produc 


IMPROVED 
PUMPING UNIT 
Gear type with high suction 
efficiency. Integral by-pass 
and regulating valves. Vital 
parts are non-corrosive. 








HYDRAULIC CONTROL VALVE 
A vital part of every Tokheim ped- 
estal used for remote pumping. 
Assures a safe, well-balanced 
system —smooth nozzle action. 











INTERCEPTOR ¢ - VANGUARD MODEL 455 
MODEL 448 


eo 4 - <= remote 
without dial lighting pumping system nal 


. ; 


INTERCEPTOR PARKWAY 
MODEL 448 TWIN INTERCEPTOR 
without dial lighting — MODEL 452 DUAL 


for one or two products Double outlet single 
j pegduct dispenser 





SYMBOL OF EXCELLENCE 





TOKHEIM ih adeatiaialS 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA OKHEIM 


| Ait 





Subsidiaries: Tokheim International, A. G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 





meena 


When you want 
new ideas in containers... 
Count on Crown 


The famous Crown “F- 
Style’, ideal for many auto- 
motive chemicals, waxes, 
polishes, and petroleum by- 
products. An outstanding 
example of practical pio- 
neering by Crown, its 
bottom is recessed to per- 
mit firm stacking. 


Many of your display and merchandising problems can be 
simplified by attractive and efficient containers. And you can 
count on Crown... for the finest weather-resistant, 

color-fast lithography . . . for long experience and extensive 
facilities to ease your production. For practical pioneering 

..- Count on Crown! 


for cans + crowns + closures + machinery 


ey CROWN CORK & SEAL COMPANY, INC., 9300 Ashton Road, Philadelphia 36, Penna. 
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Now you see tt... 
Now you dont! 


Some tire lines look like excellent profit makers! 
Made by famous companies, heavily advertised, 
they seem to be naturals to make money. 

But, at year-end, those ‘“‘excellent’’ profits 
seem to disappear. Competition from the manu- 
facturer’s outlets, or too many sharing the dis- 
count, or not enough discount to start with. 

If this is your experience, take a good look at 
the Mohawk line. 

With Mohawk you can double your gross. 
You’ll have a line of quality tires, competitive at 
all levels, get solid support all along the line. 

But of prime importance, you'll be a part of the 
fastest growing tire company in the industry, an 


organization on the move, that already has 
demonstrated it has the vigor, vitality and 
aggressiveness to maintain and strengthen the 
leadership it has shown. 

Why not get the details in complete confidence? 
Write or wire Tom Johnson at Akron today. 


7 MOHAWK 


The Mohawk Rubber Company - Akron 5, Ohio 


Plants in 
Akron, Ohio « Stockton, California « Helena, Arkansas 
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LAMBERT FIELD / ST. LOUIS 


FRAM-WARNER LEWIS 
SEPARATOR /FILTERS 
SELECTED BY 

ALLIED AVIATION 

FUELING COMPANY 


This. fuel farm installation includes 21 

Warner Lewis jet fuel separator/filters supplying 

fuel to the hydrant system at Lambert Field, St. Louis. 

The hydrant fueling carts are also equipped with Warner 

Lewis separator/filters. These units provide for highest efficiency 

in removal of water and solid contaminants at economical maintenance 

costs. These Warner Lewis separator/filters insure cleanest possible fuel for new 

turbo prop and turbo jet aircraft. For information on the complete line of separator/filters 


for mobile and stationery installations write Warner Lewis Company, Box 3096, Tulsa, Oklahoma. 


@ System design by J. F. Pritchard Co., Kansas City, Mo. 
@ Operated by Allied Aviation Fueling Co., New York City. 


WARNER 
DIVISION OF FRAM CORPORATION SRS 


Compan 


BOX ihe KL AHOMA 
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FACTS FOR JOBBERS FROM PURE OIL: 


PURE helps you 


trim day-to-day costs 


PURE?’s experienced fieldmen can save you money by smoothing 
out rough spots in your everyday operating procedures: product 
handling, warehousing, and delivery, building and equipment main- 
tenance. Chances are we can help cut down on paper work, too. 








Here are more reasons why you should 
investigate the PURE franchise: 


"PURE believes in jobbers—Jobbers are PURE’s best 
means of distributing products in much of its market- 
ing area... and we intend to keep it that way. 


Future planning—PURE’s experts in marketing, and 
business management give you practical help with 
your future plans. 


Finance plan—PURE’s finance plan makes low inter- 
est money available for improvements, equipment, 
construction. This plan is saving PURE jobbers thou- 
sands of dollars a year. 


New business—Field-tested sales programs help you 
develop profitable farm, car dealer, fuel oil, fleet, 
industrial, and commercial accounts. 


Truck stops— PURE has the country’s largest truck 
stop network. Pure Oil jobbers benefit from PURE’s 
experience and reputation in TruckStop operations. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 








It pays to BE SURE WITH PURE 
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save time with AC’s 


simple 
numbering 


system 


See Thread Size and Heat Range at a Glance 


You can always be sure you get the right spark the second digit indicates the heat range. Thread 


plug for the job, when you reach for ACs. The AC numbers range from “2” for 1%" size to “10” for 
simplified numbering system tells you both thread 1omm size. Heat range numbers go from “1” 
«cP 


size and heat range at a glance. through “9”. 


As you can see (opposite), all AC spark plugs have For example, take the number “45”, shown on the 
a simple, easy to read, two-digit number on the jumbo plug. The “4” designates the thread size of 


“ce 


insulator. The first digit designates the thread size; 4 or 14mm. The “5” indicates a heat range of 5. 


Get All These Other Advantages, Too! 


@ Your dealers make sales more easily because @ Your dealers get maximum selling — from AC 
AC Spark Plugs are original a on more Spark Plug advertising and point-of-sale mer- 
new cars than any other brand. chandising support—the industry’s most com- 


) si ograms. 
@ Your dealers have complete market coverage prehensive programs 


because the AC Spark Plug line includes types 
for all applications, including resistor and ex- Auto Watch 


¢ ° Walt Disney 
tended tip designs. Studios’ ZORRO 


@ Stocking and selling is simpler with AC’s handy Care tg geo 


8-Pac replacement set packaging. on ABC-TV 


@ Your dealers please more customers with AC starts with 


Spark Plugs—engineered for high-compression 


engines. AC is the acknowledged leader with HOT TIP SPARK PLUGS 


more spark pivs design improvements than any 
other manufacturer. AC SPARK PLUG <2 THE ELECTRONICS DIVISION OF GENERAL MOTORS 


(To obtain more data on advertised products see page 168) NATIONAL PETROLEUM NEWS ° June, 1959 








The first digit tells you the thread size. 


—— eee ee 
—_ 


The second digit gives you the heat range. 


—_ 


Heat Range 


Where abnormal operating conditions cause chronic 
fouling, the use of a plug type one or two numbers higher 
may remedy the condition. Where chronic preignition or 
rapid electrode wear is experienced, a type one or two 
numbers lower may eliminate the trouble. 


The diagrams below show the basic Heat Range principle 
in Spark Plugs. The longer the insulator at the base of 
the plug, the hotter the plug—because heat has a longer 
path to flow to the cooling system. 
The figures below show graduations of heat range from 


KIN a F gs the coldest plug (1, left) to the hottest plug (9, right). 
\ a /) / = | 
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Highest 

Detergent | 
Activity mca is 
in an 

Mitte === 


a carburetor cleanliness test 
in which the additives, at low 


anti-icing dosages, were com- 
gen pared on an equal cost basis. 


Sure-fire prevention of carburetor icing—plus posi- 
tive prevention of carburetor clogging! That’s what 
you give your customers when you safeguard your 
gasoline by adding Unicor-LHS. 

In addition to its well-known anti-icing and 
corrosion-protective characteristics, Unicor-LHS 
provides ideal detergency action. Recent tests at 
Universal’s laboratories (see photos at right) demon- 
strate that Unicor-LHS imparts greater detergency 
to your fuel than the best competing additives. 

Convenient and economical to use, this anti-icing 
additive can be introduced anywhere—refinery, bulk 
plant or filling station—at less than half the cost 
of ordinary anti-icers. 

We shall be glad to determine the exact anti-icing 
and carburetor detergency requirements of your fuels. 





Best competitive detergent additive 





For detailed information, samples, or commercial 
quantities, write to our Products Department. 
Unicor-LHS 


UNIVERSAL OIL PRODUCTS COMPANY 


30 Algonquin Road, Des Plaines, Illinois, U.S.A. 


More Than Forty Years Of Leadership In Petroleum Refining Technology 


(To obtain more data on advertised products see page 168) NATIONAL PETROLEUM NEWS °¢ June, 1959 





Already this brand new Electric Lighting, 
Inc. plant in Stockton, California is humming 
away to make better lighting fixtures. Its 
facilities for manufacturing commercial, in- 
dustrial and institutional lighting are the 
most modern yet devised by science. 


It represents a new plateau in our twenty 
years of service to the lighting industry. Our 
present customers, for example, will notice 
an ability to “deliver the goods” as never be- 
fore ... an unmatched sureness of quality 
control . . . a stimulating new approach to 


creative yet functional lighting fixture 
design. 


Electric Lighting, Inc. is proud to have 
been among the first to make fluorescent 
lighting practical. But, this plant, with all 
of its technical refinements for manufactur- 
ing superior lighting is, of course, not the 
final answer. As lighting needs advance 
ELSCO’S PLEDGE is simply this: to design 
and manufacture the finest lighting fixtures 
available — with the latest facilities that 
lighting science brings to light. 


Electric Lighting, Inc. 


auSsco 
EERE SN 
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ATLANTA, GEORGIA 
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Knickerbocker Ice Co., Long Island City, N. Y. 


Successful distributors pick 


MACK EIN trucks for top performance 


under demanding metropolitan conditions... 


Fuel oil distributors in the New York area 
report that the new Mack Model N’s have 
everything needed for strenuous schedules in 
congested areas. Compact cabs. . . axle loca- 
tion for ideal weight distribution . . . the 
ultimate in easy handling, short turning radius 
and panoramic vision for swift maneuvering 
and fast parking . . . matchless reliability and 
traditional Mack fuel economies. All this, plus 
Mack-built stamina and long life, add up to a 
safe, strong, smooth-handling performer that’s 
a profit-building addition to any operation. 
Mack Trucks, Inc., Plainfield, New Jersey. 
In Canada: Mack Trucks of Canada, Ltd. 


MAC K 


r e-8 T NAME FoR 


TRUCKS 








Wm. J. Kinsella Fuel Oil Corp., Brooklyn, N. Y. 





leetemetemtetente | 


ae 


PURQLATOR 


Gas Line Filter 


for ALL cars! 


ee a CE AE ER ce 


<ieepeen 


ee 


A quick-profit, volume item as new equip- 
ment, for original equipment replacement, 
and as replacement of all other makes 


Au CARS need the new Purolator GF-11 filter as 
effective protection against much ot the carburetor 
trouble so prevalent today. The famous Purolator 
super-micronic filtration unit traps all ot the dirt, 
metal bits, rust, scale and gum—captures all ot the 
foreign matter that is the cause ot most carburetor 
trouble. 


The heart of the GF-11 is the super-micronic 
filtering element. It is the most effective fil- 
tering medium of its type yet designed—and 
affords a far finer degree of filtration than 
ceramic type filters. Chrysler and several 
General Motors divisions are already install- 
ing this type filter as standard equipment. 
Certainly this is proof that every car needs 
the protection of fuel filtration. 


Remind dealers when a car limps in with a “rough” 
engine— when motorists complain about stalling, poor 
acceleration, excessive fuel consumption to recom- 
mend and install a Purolator GF-11 filter. It’s a sure 
source of service satisfaction . . . and a continuing 
source of extra profit. 


‘*‘Purolator’’ and ‘‘Super-Micronic’’ Reg. U.S. Pat. Off. 


PROFITABLE— AND EASY TO SELL! 


$170 


Suggested Retail 
Installation Cost Additional 


Urge dealers to sell motorists on the 
fact that a Purolator Gas Line Filter 
can prevent expensive carburetor re- 
pairs or replacement ._ . and to take 
advantage of “stalled engine’ road 
service calls to sell a fuel filter. 

A fuel filter will help prevent rough 


idling, excessive fuel consumption, and 
sluggish performance caused by a dirt- 
clogged carburetor. The Purolator Gas 
Line Filter should be changed every 
5,000 miles. That means easy, profit- 
able repeat business. 


The Standard Equipment Line 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 


PS-133 FITTING SET for use in original 
installations. Retail . . . 87¢. 
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Announcing... 






THE LOOK 
MAGAZONE PLAN 





A bold new dimension in marketing... 


pioneered by LOOK. 


provides advertisers with seven 
geographic zones, available 
individually or in any combination. 


Effective with the issue of September 15, 1959, 
LOOK introduces a major innovation in advertising. 
Combining, for the first time, the top flexibility of 
regional coverage with the authority and prestige 
of a great national magazine, the LOOK MAGAZONE 
PLAN paves the way for new sales strategies .. . 
new marketing and advertising creativity ... new 
profit opportunities. 


Under the MAGAZONE PLAN, you select the zone or 
zones you want your LOOK advertising to appear 


58 (To obtain more data on advertised products see page 168) 








in—and you pay only for circulation in the specified 
areas. There is no limitation on the number or loca- 
tion of the zones you choose. 


Just what does this mean to advertisers? It 
means unprecedented showcase-magazine support 
for many vital projects. New-product introductions 
by zones...campaigns to beef up sales in weak areas 
... tie-ins with dealer promotions... use of special 
copy and art keyed to regional tastes . . . copy test- 
ing, one zone versus another. And for advertisers 


NATIONAL PETROLEUM NEWS °* June, 1959 





ZONE 7 
PACIFIC 


California 
Oregon 
Washington 
Idaho 

Utah 
Nevada 
Arizona 
Hawaii 
Alaska 


ZONE 6 
SOUTHWEST 


Texas 
Oklahoma 
Arkansas 
Louisiana 
New Mexico 


vet 


ZONE 5 
WEST CENTRAL 


Illinois 
Wisconsin 
Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 
Montana 
Wyoming 
Colorado 
Indiana (Lake 
County only) 


ZONE 4 
EAST CENTRAL 


Ohio 

Michigan 

Kentucky 

West Virginia 

Indiana (except 
Lake County) 

Pennsylvania (18 
Western counties) 


that, until now, have been barred from considering 
Look by budget restrictions or a local distribution 
pattern, the MAGAZONE PLAN unlocks the treasure 
house of national-magazine impact, prestige and 
merchandisability. 


A significant achievement that once again illus- 


trates LOOK’s role as marketing innovator, the 
MAGAZONE PLAN is geared to the quickening pace 
of the American economy .. . to the ever-increasing 


need by American businesses for better and more 


Hartford, Philadelphia, Pittsburgh, Cleveland, Atlanta, Chicago, Detroit, Minneapolis, Los Angeles and San Francisco. 
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ZONE 3 
SOUTHEAST 


North Carolina 

South Carolina 

Florida 

Georgia 

Alabama 

Mississippi 

Tennessee 

Virginia (except 
Arlington, 
Fairfax Counties) 


ZONE 2 


MIDDLE ATLANTIC 


New York 

New Jersey 
Delaware 
Maryland 

District of Columbia 
Pennsylvania 


(49 Eastern counties) 


Virginia (Arlington, 


Fairfax Counties only) 


ZONE, 1 
NEW ENGLAND 


Maine 

New Hampshire 
Rhode Island 
Vermont 
Massachusetts 
Connecticut 


efficient ways to sell their goods. Uses for the new 


LOOK system of advertising are as broad and varied 


as a creative man’s ideas. Your LOOK representative 


will be happy to show you how your ideas can be- 


come a profitable, exciting reality in LOOK, the ex- 
citing story of people. 


LOO 


For further information about the LOOK MAGAZONE PLAN, contact your LOOK representative. LOOK offices are situated in New York, 
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FOR YOUR NEEDS 














e Button on top of handle 
controls motor 


e Tripping lever for locking 
or releasing arm 





e 180° swing permits deliveries from 
either side; 5 locking positions 


e Adjustable arm extends from 
14% to 23 in.—fits any size reel 





+ e Removable pulleys make hose replacement 
easy, without removing nozzle 


Fully adjustable hose guide cuts delivery time, lengthens hose life 


More deliveries per hour! Less wear and tear on hose! 
Guided unwinding and level rewinding! You get all these 
—on new or old trucks—with the Philadelphia Valve 
hose guide! Ball-bearing rollers can be removed to per- 
mit replacement of hose and the symmetrical rollers can 
be inverted to double the life of the flange. Arm swings 
out of the way when traveling, locks in any one of five 
positions when in use. Adjustable arm length permits its 
use on any size reel, guides hose around corners of 
truck. Unit weighs only 141% Ib., withstands a 500-Ib. pull. 

Rugged construction means long life that virtually 
assures freedom from replacement costs. Control wires 
are fully enclosed to prevent cutting by hose. Write to 
us or your distributor for full details. 





PHILADELPHIA VALVE COMPANY 
ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY. 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF, 
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26 variations to fit one standard opening 


NOW— 
A LOW-COST 
SPOUT ASSEMBLY... 
FOR 
BIG-VOLUME USERS! 


American Flange developed it—the Tri-Sure* Push-Pull 
Spout Assembly with Clinch-On* Nozzle. First pail 
spout that pours right and goes light on unit costs! 
Now American Flange closure experts have come up with 
a spout assembly—in 26 variations—offering a new kind of 


smooth-pouring performance — without a fancy price tag. 


*TRADE-MARKS OF AMERICAN FLANGE. 
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It’s the Tri-Sure Push-Pull Spout Assembly for applica- 
tion after filling — consisting of Upressit* Cap with band 
(or screw cap and inner seal), a metal spout (vented or 
unvented), and Clinch-On nozzle. Not a tricky gadget — but 
a reliable spout assembly at a reasonable cost. 


Here are the features that win the unanimous vote of both 
packagers and end-users alike: * ECONOMY * SMOOTH, STEADY 
FLOW ¢ POSITIVE SEALING — leakproof, airtight * EASY APPLI- 
CATION — with the Tri-Sure clinching tool « SAFE STACKING 
—closure lies below pail chime « 

RELIABILITY — assured by the famous 

“Tri-Sure” trade-mark. 


The proof of this pail spout is in 
the pouring. Test it yourself. When 
you do, we think you'll specify 
Tri-Sure for your next pail closure 
order. For samples and full infor- 
mation, write — 


AMERICAN FLANGE & MANUFACTURING CO. INC. 
30 Rockefeller Plaza * New York 20, N.Y. 
CHICAGO, ILL. ¢ LINDEN, N. J. © NILES, OHIO 
CANADA ¢ BRAZIL * AUSTRALIA «+ MEXICO 
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SAVES WAREHOUSE 
AND TRUCK SPACE 


Anyone stocking large quantities 
of Tung-Sol auto lamps will wel- 
come the 40% smaller shipping 
carton of 100’s. Less space—more 
profit! 


SIMPLIFIES INVENTORY 


Easier-to-read end labels permit 
fast type number selection and 
inventory checking. Open ‘“‘flats” 
can be checked from the open side. 
— show through from closed 
side. 
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ENDS “WOBBLE” STACKING 


“Flats” stack flat—won’t lean, or 
topple over. Units slide in and out 
of a stack easily. You can stack’ 
nearly twice as many in the same 
head space. 


SAVES SPACE 


“Flats” extend the full depth of 
the stock shelf. Don’t waste space, 
or allow stock to “‘age”’ in the back. 


SNAPS OPEN 


Never was a lamp package so easy 
to open. Light thumb pressure 
snaps open the side flaps exposing 
full row of lamps. 


KEEPS STOCK CLEANER 


Only one side of package is opened 
at a time. Closed side stays fresh 
until needed. For maximum clean- 
liness, open side can be turned 
down on the shelf. 
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On time on FIRESIONES 


They cut costs on fuel oil deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 

And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


Copyright 1959, The Firestone Tire & Rubber Company 


TRANSPORT SUPER ALL TRACTION 








BETTER RUBBER FROM START TO FINISH 
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Are big wheel alignment 


Alemite puts you in business with 


new Alemite portable 











ay 


1 
” 
- 


Bro 


AT LAST—ALIGNMENT CAN BE A PROFITABLE SERVICE 
FOR YOU...WITH THESE ALEMITE ADVANTAGES: 


* Gives accurate results anywhere ... even on floors that are not absolutely level! 


* No construction or maintenance expense * 100% accurate ... handles caster, camber, 
.. ho pit or ramp needed! toe in, toe out! 


* Easy to use... no special training required! 


* Only Alemite offers a full One-Year Warranty... * Costs only 20% as much as 
nation-wide service facilities... factory training! pit or rack type installations! 
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rofits passing you hy? 


14 gner 


- GrOSS Sig 


MORE THAN EVER — YOUR CUSTOMERS 
ARE IN NEED OF ALIGNMENT SERVICE! 
@70 per cent of all cars need alignment —at 
least twice a year! 

@ Wheels must be aligned at regular intervals, to 
correct hard steering, wander, shimmy, darting 
and weaving, excessive tire wear! 


HERE’S WHY ALIGNING HEADS THE LIST OF 
NEW PROFITABLE SERVICES FOR YOU... 
With today’s high-powered engines — and sensi- 
tive front ends — wheel aligning is needed more 

often than: 
e brake adjustment e shock absorber replacement 
e@ spark plug changes e muffler replacement 
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Completely portable . . . space-saving! Moves 
directly to the job—indoors or outdoors! Works 
on both American and foreign cars and light 
trucks—fits 13-inch through 18-inch wheel sizes. 


Symbol of mbol Symbol of ALEMITE 


ow 


Alemite Division, Stewart-Warner Corporation, Dept. AS-69 

1850 Diversey Parkway, Chicago 14, Illinois 

0 Please send me literature on the new Alemite Cross Sight Aligner 

( Please have an Alemite Representative arrange a no-obligation 
demonstration. 


Name... 





Address. 





City. 
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Has a thrifty way 


with fuel ! That efficient power plant wae t 
Dodge hood is the reason. For whether you choose one of the famous : 
L-head Six engines or a husky Dodge V-8, this rugged D500 tanker has 
power to make on-time deliveries routine—on the slimmest regular-gas diet 


Your Dodge truck is easy on the driver, too. Gear-before-axle steering, new 
hydraulic-actuated clutch, rear-shackled front springs and oversized brakes — 
make it equally easy to pilot on the open road or in a snug delivery spot. 


More specifics? Call your Dodge dealer. He’ll give you all the reasons why . . 


today, 


it’s cinder AE D odge 


Whether your hauling destination is cross-town or cross-country, you'll find a 
dependable Dodge truck to suit the job. Over 140 basic models from 4,250-lb. 
G.V.W. pick-ups to 65,000-lb. G.C.W. Power Giants like this. 
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How to get a bigger share of the diesel market 


Formulate superior diesel fuels using DuPont FOA-2 to reduce filter plugging 


When you add Du Pont Fuel Oil Ad- 
ditive No. 2 to your lower grade 
stocks, you cut down the rate of 
sludge formation and greatly im- 
prove the fuel. 

This is because FOA-2 is an ex- 
cellent dispersant and solubilizer. It 
reduces the size of insoluble residue 
particles. The tiny particles can then 
flow through the system and burn 
with the oil. Consequently, filter- 
clogging and injector-sticking are 
greatly reduced. 


Better filterability of 
FOA-2 treated fuel is 
shown here. The fil- 
ter at the left was 
clogged in a week’s 
use of untreated 
economy fuel. The 
clean filter at the 
right was used sev- 
eral weeks in an 
economy fuel with 
FOA-2 added. 
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Performance tests have demon- 
strated the effectiveness of FOA-2. 
For example, in one test with a 
heavy cycle stock treated with FOA- 
2, the engines ran for 35 days with- 
out changing filters and without ap- 
preciable pressure drop. Without 
FOA-2, the filters became blocked in 
one week. 

FOA-2 not only cuts sludge forma- 
tion, it often cleans parts where 
sludge has begun to build up. 

Being ashless, FOA-2 does not 


contribute to exhaust stack sparking. 

Because of its many outstanding 
advantages, Du Pont FOA-2 is now 
being widely and successfully used 
by many oil companies in the diesel 
fuels supplied to the nation’s lead- 
ing railroads. 

Your DuPont representative can 
fill you in with further details. Or 
you can write for more information 
to E. I. du Pont de Nemours & Co. 
(Inc.), Petroleum Chemicals Divi- 
sion, Wilmington 98, Delaware. 


Tetraethyl Lead 


86. U5. pat. Ort 


Better Things for Better Living 
+ +» through Chemistry 


and other 


Petroleum Additives -: 
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ENGINEERED 


STYLED 


BUILT 
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WAYNE MODEL 400 WAYNE MODEL 605 

Developed for minimum maintenance, maximum 
accessibility and unsurpassed service. Weather defy- 
ing finishes. Smoother, quieter operation of meter and 
exclusive solo pumping unit. New easy to read dial 


Low silhouette ... only 48” high. Low original cost... 
low installation cost. Equipped with Wayne micro- 
accurate meter and long life solo pumping unit. Easy 
visibility of wide dial face utilizes overhead station 
lighting at night. 


face and computer design. 








FOR SERVICE 


FOR SALES 


FOR ENDURANCE 
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WAYNE MODEL 605 
DUO PUMP 


Two pump outlets in space of one . . . speeds island 
service, allows extra space for island displays. Avail- 


able with dual outlets for dispensing single product 
«.. or dual outlets dispensing two different products. 


Whatever your station needs . . . single or multi- 
pump... regular height or low silhovette pumps 
-.. remote systems or direct pumping . .. even the 
revolutionary new merchandising idea of blend- 
ing at the island . . . Wayne has the pump 
"Station-engineered” to meet your requirements. 


Every Wayne Pump has been built to provide un- 
surpassed long service. Every Wayne design has 
been developed for eye-appeal that attracts cus- 
tomers. That’s why Wayne Pumps are the choice 
of stations across the nation ... why they are 
years ahead. Write for complete data to Wayne 
Pump Company, Division of Symington Wayne 
Corp., Salisbury, Md. or Wayne Pump Canada, 
Limited, Toronto, Ontario 








WAYNE MODEL 420 


Low silhouette pump that has individual fluorescent 
lighting over dial face . . . outstanding visibility day 
or night. Equipped with solo pumping unit and 
Wayne's exclusive 2 cylinder, smoother acting meter. 











ANOTHER 


EVER-TITE 














Tight Fill System 


A NEW ADDITION TO THE EVER-TITE FAMILY 
—a complete 4” tight fill system 
for EVEN FASTER DELIVERIES ii x 
than are possible through the use of = «kins. Cop 


Can be 
padlocked 





smaller size equipment 


And remember — ne 
EVER-TITE is still the leader in 


The 3” EVER-TITE System for Tight Fill still leads all others 
because of ever-increasing demands by more and more companies 
who wish to take advantage of safer and faster tight fill deliveries. 


Ever-Tite 
Fill Cap 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry — proved by 22 years of pre-eminence. 


Ask your distributor now, or write for full information. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 








The unique patented Ever-Tite sight gauge design is a part of all systems 
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IN WASHINGTON 





Squeeze Play on the Potomac—This is the month 
for a showdown on proposed motor-fuel taxes. Con- 
gressional Democrats plan to force President Eisen- 
hower to sign a bill to finance the interstate highway 
program without tax increases. The President wants a 
1.5¢ gal. hike in the federal gasoline tax. Democrats 
say no and believe they’re on the popular side of the 
issue. Just before the July 1 deadline, Democratic 
leaders will push through legislation continuing the 
highway program but financing it by an alternate 
method (repayable advances from the treasury’s gen- 
eral fund, or bonds). They believe Eisenhower will 
then have to sign it or risk killing the road-building 
program. The odds are he'll sign. 


Fair Trade Bill Doubtful—Federal fair trade legisla- 
tion has cleared the House commerce committee (20 
to 9) but isn’t likely to get very far. The bill, spon- 
sored by Rep. Harris (D., Ark.), isn’t given much 
chance of floor action this session. The big push for 
a House vote on the bill probably won’t come until 
mid-session next year. But an almost certain veto by 
President Eisenhower is dimming any chances the 
bill may have. 


AROUND THE COUNTRY 


Octane Race Slowdown Seen—The drive for higher 
gasoline octane numbers is expected to slow down 
“for some time,” says John B. Duckworth, Indiana 
Standard research coordinator. Four reasons: present 
high-quality gasolines meet current requirements, high- 
er compression ratios are discouraged by engine rough- 
ness, refiners can’t absorb the cost of further octane 
increases, and many people are turning to smaller cars. 


Further Business Upturn—cContinued business re- 
covery through 1959 and into 1960 is ahead, says 
Clarence R. Jung, Indiana Standard economist. 


More Oil Imports Needed?—The United States will 
have to import more oil in the future to meet growing 
domestic needs at tolerable prices, says Gulf vice 
president Dr. Jerry McAfee. If imports are kept at 
16% of demand, McAfee says, the new U.S. drilling 
rate will have to double by 1967 to meet consumption 
requirements. Otherwise crude price may rise as much 
as 65% by that time, he adds. 


Gasoline Price Hike Coming?—Gasoline prices may 
be increased “before the summer is over,” predicts 
Otis H. Ellis, general counsel of National Oil Jobbers 
Council. Ellis says that with the mandatory imports 
plan, a price rise is inevitable. 
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Private Brand Pinch Ahead? 


Some oil marketers say it’s just a matter of time 
before the mandatory oil import control program 
starts drying up product supplies to private 
branders. They say major-company suppliers have 
wanted to cut back on private branders for some 
time, but haven’t been able to with overflowing 
tanks staring them in the face. A big eastern 
jobber says the squeeze would have begun al- 
ready if refinery runs weren’t so far out of line. 
But he looks on the gasoline oversupply situation 
as temporary in his and other areas, and expects 
private branders to find contracts increasingly 
hard to get as supplies decrease. NOJC general 
counsel Otis H. Ellis, too, sees this trend coming. 
He says it will be deadly in the East, where most 
private branders are supplied by majors and 
where there aren’t many independent refiners to 
bail them out. 











Oil-Change Interval—Most new-car dealers aren't 
going along with Detroit’s inflated oil-change interval 
recommendations, reports the American Petroleum 
Institute marketing division. According to a study for 
API by Crossley, S-D Surveys, more than 80% of 
auto dealers recommend a 2,000-mile interval or less 
while only 47% of their manufacturers do. The aver- 
age dealers’ recommendation was 1,833 miles, their 
manufacturers’ 2,846 miles. Some 81% of auto dealers 
don’t consider long oil-change intervals important in 
selling new cars. (For more on this survey see page 
86). 


Multi-Grades for Europe—Gasoline blending pumps 
are spreading overseas. British Petroleum’s German 
subsidiary is installing them at 3,000 service stations 
in Germany. The pumps will dispense five grades: 
regular, 25% premium, 50% premium, 75% pre- 
mium, and premium. 

7 


Gulf’s Marketing Hq—Look for Gulf Oil Corp. to 
move its marketing headquarters from Pittsburgh by 
the end of the year. New York may be the site, though 
Washington has also been mentioned. This move is in 
line with Gulf’s decentralization process. Operating 
headquarters for each division are being shifted away 
from corporate headquarters closer to operational 
centers of interest. 


War on Coin-Operated Stations—Wyoming is 
cracking down on coin-operated gasoline stations. The 
state fire marshal has ruled they’re a fire hazard and 
therefore illegal. 


More Ahead of the News 
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Ahead of the News 





One Flag for Ashland—aAshiand Oil is dropping the 
Aetna and Frontier brands used by its two principal 
marketing subsidiaries, Aetna Oil of Louisville, Ky., 
and Frontier Oil Refining Co. of Buffalo, N. Y. From 
now on the Ashland flag will fly in all company terri- 
tory. 

* 


Fair Trade Spreading?—Massachusetts and Rhode 
Island may be next in gasoline fair trading. These two 
states plus Connecticut were once on fair trade, but 
the program collapsed. Fair trade has been tried again 
in Connecticut and is holding up. Virtually all suppliers 
are fair trading there. This may be the signal for a 
new fair-trade tryout in the two neighboring states. 


Dealer Strike—Dealer opposition to the “Chicago 
Plan” is building up in the Northwest. Operators of 
150 service stations in seven Oregon towns voted to 
shut down over Memorial Day weekend unless major 
suppliers withdrew the plan. Operators handling all 
major brands were represented. They say the subsidy 
has the effect of tying them to a 4¢ gal. margin, which 
isn’t enough. And they blame the subsidy for depress- 
ing retail prices. Earlier last month about 50 of 80 
Chevron outlets in the Portland area held a one-day 
protest shutdown against California Standard’s “Chi- 
cago Plan.” 
* 


Oil-Heat Subsidy Plan—A method of lowering the 
price of oil equipment in new-home installations is 
being pushed by a multi-state group of heating oil 
distributors. The idea would be to sell oil heat to 
builders by offering a subsidy of $100 per oil installa- 
tion out of a special fund. These distributors have 
asked their suppliers to ante up 4o¢ per gal. of home 
heating oil sold, to build up a kitty for this purpose. 
Suppliers indicated they don’t like the use of the word 
subsidy but they’re mulling the plan anyway. 


More Canadian Natural Gas—Look for a speedup 
of Canada’s export of natural gas to the United States. 
This is expected to resuit from the U.S.’s exempting 
Canadian oil from mandatory import restrictions. 


Conoco Campaign Coming—Continental Oil is going 
to kick up its drive for jobber representation in Ari- 
zona. This will happen when Conoco completes a new 
products pipeline from Artesia, N.M., to El Paso, tying 
in with Southern Pacific’s line to the West Coast. 
Artesia is the site of a 12,000 b/d refinery Conoco 
just leased on a long-term basis from Malco Refineries 
(see page 86). 
* 

Consignee Drive—Look for Virginia jobbers to try 
strengthening their association by adding consignees 
as members. A consignment distributors division was 
created at the spring meeting last month. Members 
were exhorted to go all out to bring in consignees in 
their marketing areas. 
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New Tire Sizes—The already complex assortment of 
tires in current use will be further complicated when 
the new small: cars with their 13-in. wheels are in- 
troduced next fall. At that time a service station at- 
tempting to take care of all cars on the road will need 
to stock tires in four diameters: 16, 15, 14 and 13 in. 
(For a report on what else the small cars are doing to 
oil marketing, see page 95.) 


Burner Parts at No Extra Cost—A New England 
heating oil jobber will offer in part of his market next 
fall a service plan that includes parts at no extra cost. 
For years he has figured service in the per-gal. price 
of No. 2 oil, but parts extra. Now he plans to add 
parts without raising the per-gal. price. 


Water Substitute—An antifreeze manufacturer ex- 
pects to be ready soon with a new liquid compound 
to take the place of water in automotive cooling sys- 
tems. Use of the new coolant will permit location of 
the radiator anywhere on the car instead of in the 
front, says the maker. 


More Midwestern Heating Oil Storage—By next 
winter, storage for heating oil in the Midwest will go 
up at least 42-million gal. Texas Eastern Transmission 
Corp., operating the Little Big Inch pipeline from 
Texas and Gulf Coast refining areas, is building a 
new burner-oil reservoir at Seymour, Ind., for two of 
its shippers. These shippers will use the Texas Eastern 
line to bring heating oil into Indianapolis and Chicago 
and to the Texas Eastern Todhunter Terminal at 
Lebanon, Ohio. 
e 


Marketing Realignment—D-X Sunray is reorganiz- 
ing its retail marketing department. Stanley D. Breit- 
weiser, executive vice president, says distributor sales, 
real estate, construction engineering, technical services, 
sales training and sales promotion will now be handled 
at division level. These functions were formerly direct- 
ed out of general offices at Tulsa. Scheduled for re- 
alignment first is D-X’s northern marketing division 
headquartered at Waterloo, Iowa. 


New Private Brand—Arkansas Louisiana Chemical 
Co. plans to build and operate a number of retail 
gasoline outlets. The brand name will be “Arktane.” 
First station will be in El Dorado, Ark. Locations are 
being considered in Little Rock, Russellville, Tex- 
arkana and Magnolia, Ark.; Shreveport and Bossier 
City, La., and Pittsburg and Jefferson, Tex. 


TBA Aid—Some oil marketers are thinking seriously 
about new ways of getting wholesale TBA stocks closer 
to dealers. They’re after a larger share of dealer vol- 
ume. Among plans being considered is establishment 
of special TBA distributors. 


NATIONAL PETROLEUM NEWS °¢ June, 1959 





Petroleum Indicators 


STOCKS 
NPN PRICE AVERAGES* 


Refinery /Terminal 
(¢ per gal.) 
May April 
1959t 1959 











- 11.62 11.91 
. 11.39 11.61 
9.35 9.69 
482 4.86 


. 9.29. 9.45 

Lube oil ... 21.53 21.53 
Crude at well 

($ per bbl.) 2.92 2.92 


* Weighted average price, princi- 
: pal markets. Crude prices middle 
> of month, not monthly average. 
1958 | 1959 t Through May 15. 














| ] 
Oo N 











MONTHLY PETROLEUM STATISTICS 


May 1959* April 1959 May 1958 
Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 209,292 195,188 
Kerosine (thous. bbl.) 21,014 21,437 
Distillate fuel oil (thous. bbl.) 84,999 89,160 
Residual fuel oil (thous. bbl.) 54,641 61,589 
Crude oil—B. of M. (thous. bbl.) 254,273 263,105 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,880 7,411 
Foreign crude included (thous. bbl. daily) 813 922 
% of refinery capacity operated - 81.5 80.3 


Refinery Output 
Gasoline (thous. bbl. daily) 3,953 3,669 
Kerosine (thous. bbl. daily) 276 227 


Distillate fuel oil (thous. bbl. daily) 1,465 1,636 
Residual fuel oil (thous. bbl. daily) 967 921 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 7,127 6,233 
Crude oil imports (thous. bbl. daily) 788 966 


* Through May 15, except crude stocks, May 9. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 6,536 (Feb.) 8,350 
Average station gasoline price, ex tax (¢ per gal.) 21.14 (May) 21.29 
Service station sales—all commodities ($-million) 1,332 (April) 1,318 
+Gasoline consumption (million gal.) 4,605 (Jan.) 5,027 
Passenger cars—domestic shipments (thous.) 467 (Feb.) 528 
Trucks and buses—domestic shipments (thous.) 84 (Feb.) 82 
Automotive replacement tire shipments (thous.). ............ 7,103 (March) 5,611 
Replacement battery shipments (thous.) 1,788 (Feb.) 2,672 
Oil burner shipments (thous.) 41 


t Excludes. 
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Supply and Demand 





Lube Oil: Signs of Comeback 


Industrial uses, not automotive, 
are behind it. Additives help 


URRENT SIGNPOSTS and recent forecasts 
indicate larger increases in demand for lubri- 
cating oils in 1959 than were earlier 
in some This more sharply reverses the 
downward trend of consumption in 1957 and 1958. 


“We look for total demand on the U. S. pro- 
ducers of lubes to be about 55,115,000 bbl. (151,- 
000 b/d) this year, up 5% from the 1958 figure 
of 52,475,000 bbl.,” T. W. Phelps, Socony Mobil 
Oil Co., told the National Petroleum Assn. 

“Our guess is for the automotive lubricant mar- 
ket to increase by about 1.6% over 1958,” he 
said. “Industrial lubes, we think, may show a 
gain of 10.3%, including some consumer inven- 
tory rebuilding. We expect export demand to rise 
about 3.9%.” 

This recent estimate of 1959 demand is sup- 
ported by the fact that shipments of lubricating 
oils from U. S. refineries in January and February 
were 9% higher than in the same months in 1958. 

Some forecasts at the start of the year put total 
lubricating oil demand at 145,000-147,000 b/d, 
about 3% higher than in 1958. By contrast, total 
lubricating oil demand in 1958 was 4.5% lower 
than in 1957, and 1957 demand was 4.7% lower 
than in 1956. 

The upward swing in lube oil demand will con- 
tinue over the next 10 years, Mobil believes. The 
gain in automotive lubricants is expected to be 
about 1.75% annually, in industrial lubricants 
about 2.75% annually. 

This would reverse the general trend over the 
past 10 years in the sales of lubricating oils by 
U. S. oil companies. Total demand in 1949 was 
126,000 b/d. This increased to a high point of 


Lube Oil: 
1958 Output and Refining Capacity* 
(b/d) 


Total Output 
District in 1958 


East Coast 18,450 25,650 
Appalachian 1 9,657 12,820 
Appalachian 2 983 1,500 
Ind.-Ill.-Ky. 11,688 15,880 
Minn.-Wis.-Dakotas 000 000 
Okla.-Kan.-Mo. 11,726 14,775 
Texas Inland 000 000 
Texas Gulf Coast 53,900 79,190 
Louisiana Gulf Coast 15,178 19,400 
N. La.-Ark. 4,274 6,200 
Rock Mountain 712 880 
West Coast 13,948 22,970 

Total United States 140,534 199,270 


* Estimated refining capacity, July 1, 1959. 


Capacity* 








Facies OF b/d 


160- 
140- 


120- 





"4 
4 


LOTTIE 


0 = . ! 
1926 '30 '34 "38 ‘42 '46 '50 '54 '58 


TOTAL U.S. DEMAND for lubricants, including additives, 
1925-1958. Additives contribute between 5% and 6% to 
the total volume of lube oils marketed. 


around 164,000 b/d in 1951. Then the general 
trend was downward through 1958, when demand 
was 143,700 b/d. 

Continued growth in industrial activity both 
here and abroad is the main reason cited for the 
anticipated gains in lube oil consumption. Since 
the war, the rate of gain in oil demand has been 
lower than that in general industrial activity, due 
to the improved quality of lubricants and to their 
more efficient use in automotive and industrial 
equipment. Some authorities believe technological 
progress in this field will not be as rapid in the 
future and the rate of increase in the use of 
lubricants will be closer to that for general indus- 
trial production. 

Additives contribute tly to the volume 
of lubricating oils in use today, Phelps said. For 
both industrial and automotive lubricants, the 
variety of additives used increases the total lube 
oil volume between 5% and 6%, refineries report. 
Total demand for lubricants, including additives, 
reached a peak of 170,000 b/d but was down to 
150,000 b/d in 1958 (see chart above). 

Material reductions in stocks were made by 
lube oil refiners during 1958. Their inventories of 
9,728,000 bbl. Feb. 28 were nearly 18% less 
than the 11,360,000 bbl. held in storage Feb. 28, 
1958. The Texas Gulf and Louisiana Gulf refiners 
reduced their stocks 956,000 bbl. in this period. 


Total production of lubricating oils in the U. S. 
in 1958 was 140,534 b/d (see table at left). Plants 
in the Texas and Louisiana Gulf districts con- 
tributed 48% of the total. U. S. plant capacity 
for lube oil production is rated currently at 199,- 
270 bbl. & 
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WHATS COME 
aa ad IDI*-mamic PACKAGED SIGN PROGRAMS 


¢ Calso goes CHEVRON 


2600 dynamic Plasti-Line Signs 
highlight change-over 












































GASOLINES 


All over the East, there’s a “new look” at Chevron® stations. 
* DWealer 


lo smoothly facilitate this tremendous undertaking, The California Edentification 


Oil Company chose Plasti-Line for creative designing, exacting brand 
identification, superb craftsmanship and dependable delivery. 
Your own sign program can move just as smoothly... 
\ 
from idea to installation. Write for full details today! 
SIGNS 
oF 
SUCCESS 


2 2 > 
plesti-lime inc. 
PLASTIC SIGNS Knoxville Tennessee 

Sponsors of the famous Plasti-Line Sign Clinic, Sept. 29-30, Oct. 1 


OUTDOOR ILLUMINATED 
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At Mobil service stations, internally-lighted pole signs have PLEXIGLAS faces, letters and trademark insignia. Signs measure 
approximately four by eight feet. 


You build more sales 
with signs of 





PLEXIGLAS 








Ni arby, or down the road, nothing catches the eye 


and invites business like a sign made of PLEXIGLAs® 


acrylic plastic. 


Day and night, PLEXIGLAs signs are attractive in 
appearance, colorful and legible. ‘To the public. 
they signify locations that are clean, modern and 
“a good place to do business”. ‘That is why leading 
merchandisers in many fields have adopted sign 


programs based on PLEXIGLAs. 


Send for this full 
color brochure, 
“PLEXIGLAS for 
SIGNS”. It tells hou 
PLEXIGLAS has 
brought about nex 
concepts of sign 
appearance and 
performance. 





Other reasons why it is good business to use 
PLEXIGLAS—for a single sign or thousands—are 
its strength, resistance to weathering. low main- 
tenance costs, and the accuracy with which 


trademarks can be reproduced. 


Sales go up when a PLEXIGLAs sign goes up. Write 
for literature, and the names of sign companies 
who can help you develop a sign program around 


the exciting possibilities of PLEXIGLAs. 


PRY Chemicals for Industry 
ROHM € HAAS 
COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


In Canada: Rohm and Haas Company of Canada, Ltd., West Hill 
Crystal Glass © Plastics, Ltd.. Toronto 





Abandons Lab Career for 
ar Heat Dealership 


Ray NELSON, Avon Coal & Oil Co., Avon, Mass. has worked 
in a petroleum laboratory, so he knows about heating oils. 

“Solar Heat is the cleanest burning heating oil I’ve ever 
seen,” he says frankly. ‘““That’s why I think being a Solar Heat 
brand dealer is the best opportunity there is. 

‘“‘Before Solar Heat, all fuel oil dealers had plenty of service 
problems. Clogged filters, nozzles and strainers were responsi- 
ble. No wonder customers switched to other fuels! 

‘‘Now we see evidence of this only when we sign up a new 
customer who has been using another oil; and, incidentally, 
we’re getting our fair share of mew business, too.”’ 

W.P. Riley of Gulf assists Ray and For the full story on the many sales advantages you can enjoy BYES Ve 


his cousin and partner Arvid Nelson as a Solar Heat brand reseller, call your nearest Gulf office. 


heating oil 
in planning a direct mail campaign. 





4 


- Marcia and David gather in the family 
headquarters. Another daughter, Elizabeth, is away at college. 


Ray and son David have time for lots of outdoor sports. David Mr. & Mrs. Nelson 
hopes to follow in his Dad’s footsteps at Brown University. 
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Cash if with GaxeSCENT S 


Leading marketers choose Crescent wire 
and cable for three big reasons: 


fication. Ask for free samples. 


yO 
COLOR © Crescent provides your com- iL 
pany’s color for quick, positive identi- Re —4 


MERCHANDISING « Crescent sales pro- 
grams help stimulate your sales. Get 


the full details ' LEAD TERMINAL INSULATED CABLE 


QUALITY + Crescent offers corrosion- 
resistant terminals with spring steel 
_- inserts to permit repeated flexing... 
F easy-to-install shell type lugs...plas- 
tic insulation that resists oil, grease, 


solvents, abrasion 
Let us show you what Crescent experience offers you, (: THE CRESCENT COMPANY, INC. 


PAWTUCKET, RHODE ISLAND 





. 
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PETELCO HIGH LUMEN LIGHTING 
+ PETELCO ENGINEERING = 








Peteico V-1 


particularly effective 
for perimeter lighting. 


Peteico V-2 


graceful high light out- 
put unit with excellent 
light pattern. The all 
new move in isiand 
lighting. 


MORE CUSTOMERS 


YOUR STATION! 


The prime purpose of Service Station lighting, of 
course, is to attract customers. Transient trade always 
picks the best lighted station by night—the most 
pleasing by day. Your regular customers appreciate 
good lighting too. 
Justify and protect your company's huge expenditures in Modern 
Station Design, Top Quality Products and millions of dollars in consumer 


advertising by making every lighting dollar bring in maximum returns. 


Hitch your High Octanes to Petelco’s High Lumen Lighting 
—you'll get a larger share of 1959 sales... and remember, you can't 
“ring-up” sales until you bring-in customers. Petelco engineered lighting is 
designed to attract customers at the lowest initial and operating cost. 


Your Peteico Lighting Specialist will 
be giad to work with you— 
no obligation. 


Write today for complete catalog. 





Versalite 
the light of 101 custom 
lighting combinations 
—consolidates your 
lighting. 


Peteico 
Silhouette Skyliner 
Low cost, contemporary 
design T type light with 
improved lighting 

characteristics. 


fice. 


2640-B ROOSEVELT ROAD + BROADVIEW, ILLINOIS 
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For Many Years Tank-Trailer Users Have Testified 
To Fruehauf’s Extra Value By Profitable Operation 








NOW-tTransit Inc. operates 8,000 gallon aluminum 
Fruehaufs 


NORTH—Petroleum Haulers is payload-conscious and SOUTH— Fedgutan-Sneere is a na oy . elhphened 
Fruehauf-conscious Fruehauf customer 


3 
Soe ee eps 


Sue ca it 





EAST Matlack relies on Fruehauf for bepiiaiedile WEST—Cantlay & Tensels operate an apitadate 
equipment - Fruehauf fleet 


FRUEHAUF TRAILER COMPANY 10948 Harper Avenue + Detroit 32, Michigan 

Send illustrated facts at once, with no obligation to buy, on the Fruehauf units checked: 
() Steel (] Aluminum (_] Stainless Steel 

ES 5) a Baas . =e 

I cusstdegmnaniieiiiians ‘ se ns See rs eee 


i Be ‘Sa st ADDRESS a " 2 = - - —_ 
For Forty-Five Youm-iteia Fruckauf | city ; ae os = ee 


Trailers On The Road Than Any Other Make! | 
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ow Over 100-Octane - 


-New Sinclair Power-X 
“Booms Dealer Sales 
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A Good Reason tor You to Switch 
fo a Sincloir Distributorship! 


Sales of Sinclair automotive gasoline are now at an all-time high. That’s 
why you should switch to Sinclair now to get your share of the profits from 
Power-X — Sinclair’s new customer-making gasoline. 


In addition, you will benefit from powerful advertising 
and sales promotion — including radio advertising 
heard more often, more consistently than any other 
oil company commercials (radio and TV combined). 


Ask your Sinclair Representative for details, 
or write Sinclair Refining Company, 

600 Fifth Avenue, New York 20, New York. 
Ask, too, about the Sinclair TBA franchise 


featuring Goodyear, the greatest 
name in rubber. VT 
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One Roof to Get Under 





F YOU are interested in the heating oil busi- 
ness, you will be affected by this significant 
development: an all-out drive to form one heat- 
ing oil trade association is under way. (Details 
are on page 105.) 

The object of the movement is to merge the 
several splinter groups into an association that 
can combine various functions and strengthen 
the oil-heat industry. According to the recom- 
mendation, the following agencies would give 
way to the over-all association: Oil-Heat Insti- 
tute of America, National Fuel Oil Council, 


API fuel oil committee, API research program 
and Operation Oil Heat Associates. 


Several benefits would result from the con- 
solidation, called “the one roof plan”: 

e A stronger, more unified and more effec- 
tive industry effort—to save and expand the 
distillate market. 

e@ Improved communications. 

e@ Time and money saved. 

e Confusion and duplication eliminated, or 
at least greatly reduced. 

e@ More widespread support and participa- 
tion from a greater number of companies. 


Some mitigating factors have been cited by 
the men working on the “one roof plan”: 

1) The efforts of the 1959 promotional pro- 
gram might be hampered. The promotion is 
handled by the National Fuel Oil Council 
which, according to the recommendation, would 
be liquidated. 

2) Some industry men are skeptical of trade 
associations. 

3) Personality conflicts may arise because of 
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the many individual interests that are involved. 

4) Establishment of such an organization 
might present some legal difficulties. 

5) It might be difficult to persuade the exist- 
ing organizations to reconstitute or liquidate. 

There is no serious concern about a letdown 
in promotion, mentioned in the first point, be- 
cause the major suppliers in National Fuel Oil 
Council are going ahead with the 1959 program. 

The other four points are not considered real 
obstacles. In all cases, it is felt that objections 
and difficulties can be resolved. 

The overriding factor is this: Heating oil is 
beginning to lose ground in its struggle with 
natural gas and electric heat. OHI reported to 
its members that last year, of the old homes in 
which heating units were installed, 66.5% were 
natural gas units, 33% heating oil, and 4.5% 
electric heat. Of the new home market, natural 
gas had 76.9% of the business, oil heat 16.6%, 
and electric heat 6.5%. 

Further, OHI reported, oil heat had a net 
gain of 39,000 new users last year, compared 
with 128,000 for electric heat and 1,089,000 
for natural gas. 

Putting it another way, natural gas is gaining 
so rapidly it not only is beating oil heat out of 
new business but is taking old business away 
from it. 

This factor reduces all others to petty con- 
siderations because a “one roof plan” offers a 
chance of counteracting natural gas’s great 
threat. 

If you are interested in heating oil as a 
business, you should give the one-organization 
plan your support. 





put itis THE EASY WAY 
TO SELL MORE TB.A.! 


BECAUSE U. S. Royal gives you the complete 
quality tire line re-engineered for today’s safe 
driving... with the performance features your 
stations’ customers want. 


BECAUSE the U. S. Royal T. B. A. Program is 
designed to help your dealers increase sta- 
tion traffic, build extra sales and profits. 


























BECAUSE U.S. Royal gives you maximum 
selling help, providing powerful merchandis- 
ing and sales promotion support for your 
dealers. 


BECAUSE U.S. Royal, with experience 
gained in many years of working with oil mar- 
keters, provides an efficient, flexible method 
that supplies the right service, tailored to your 
dealers’ needs. 





Is) United States Rubber 


Rockefeller Center, New York 20, N.Y. 
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Calso Into Chevron 

& California Oil Co. literally took the wraps off its 
new signs last month. During the changeover from 
the Calso lollipop sign to the Chevron of parent 
Standard Oil of California, the new signs were kept 
hidden under huge red bags marked “What’s come 
over our Calso sign?” 

The bags came off in mid-May at 2,300 Calso sta- 
tions from Maine to Virginia. To publicize the move 
in 12 northeastern states and the District of Columbia, 
California Oil used a full-page ad (above) in the 
Saturday Evening Post. The ad is the first in a series 
of eight insertions by Calso in a million-dollar split-run 
combination with five other Post advertisers. 


Oil's Birthday Celebration 


THE BIRTHPLACE of the oil industry, Titus- 
ville, Pa., will be the scene of a special centennial 
day celebration Aug. 27. It’s the only industry- 
wide birthday celebration planned. A stainless 
steel time capsule will be buried for opening in 
the year 2,000. Other plans include fireworks, 
television broadcast, barbecue, and a roundtable 
of celebrities. Leading up to centennial day, a 
number of other events have been planned. One 
is the placing of a marker this summer at the in- 
dustry’s first dry hole, drilled by Col. Drake after 
his successful venture. Another is the sending of 
messages from Texas to Titusville in a crude oil 
pipeline. The messages are testimonials written 
by governors of the 33 oil and gas producing 
states. The notes were scheduled to arrive there 
early this month. 
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Des Moines Reports 


Talks diagnose industry problems, 
need for motor oil drain changes 


MARKETING MEETINGS at Des Moines last 
month pulled a big turnout, yielded some produc- 
tive results. Two of the high points: a forthright 
report on industry ills by C. J. Guzzo, vice presi- 
dent of API’s marketing division, and an important 
presentation by API’s lubrication committee. 


Guzzo’s Report 


“The most pressing subject . . . is the present 
climate in marketing,” said Guzzo, newly elected 
senior vice president of Gulf Oil. “That climate 
is not good . . . Hostility pervades many inde- 
pendent groups, where unity should reign.” 

Guzzo on the principal problems: 

Oversupply—“My own company’s studies in- 
dicate that as of April 1, domestic gasoline inven- 
tories stood in excess of 211-million bbl. While 
this is about 8-million less than last year, it in- 
dicates that we'll be living with oversupply for 
some time.” 

The Independent’s Role—‘“He must be flexible 
enough to continuously perform a necessary eco- 
nomic function in a changing economy. He must 
recognize his staying in business depends on de- 
veloping and providing services that customers 
will buy.” 

Government Control—‘“Another aim [is] to dis- 
abuse [the independent] of the illusion that he 
could find salvation from competition by sticking 
his head in the noose of government control . . .” 

Margins—“Since suppliers are just as adversely 
affected by present conditions as independents . . . 
nothing in the economic picture would justify a 
liberalizing of margins . . . some tightening ap- 
pears more likely.” 

Overbuilding—“New building, where econom- 
ically justified, is legitimate competition and the 
best remedy is to concentrate on making one’s 
own station fully competitive.” 

Commercial Pricing—“The practice of large 
consumer accounts buying direct from manufac- 
turers is well rooted in American industry and is 
growing . . . [But] I, for one, do not intend to 
meet nonsensical prices . . .” 


Lube Committee Reports 


API’s lubrication committee, chaired by Sohio’s 
H. P. Ferguson, endorsed this simplified version 
of its new motor oil drain recommendation: In 
summer, every 2,000 miles or every 60 days, 
whichever comes first; in winter, every 2,000 miles 
or every 30 days, whichever comes first. These 
are compromises between standing API recom- 
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(Begins on page 85) 
mendations and the longer periods recommended 
by the auto industry. 

The lube committee gave a three-part presenta- 
tion titled “Getting Together on Motor Oil”: 

With Customers—There are three new ap- 
proaches, said Ferguson: (1) The theory (with 
which Detroit agrees) that stop-and-go driving is 
the most severe, and calls for better oils; (2) a 
possible joint auto-oil industry test spelling out the 
dollars involved in various drain practices; (3) A 
new concept—subject to confirmation—that drain 
intervals affect engine combusion characteristics. 

With Detroit—W. W. Wright, Sun Oil, reported 
that he and Esso Standard’s B. L. Ray had dis- 
cussed drain recommendations with 28 top auto 
industry men, documenting their case with a new, 
API-sponsored survey of 2,000 Big Three car 
dealers. 

Of the dealers surveyed, Wright said, 80% find 
oil change business important to them; 56% feel 
their oil change business brings in new-car pros- 
pects, vs. only 19% who feel long drain intervals 
bring prospects; 81% don’t consider long drain 
intervals important in selling cars; over 80% re- 
commend 2,000-mile drains or less, while only 
47% say their manufacturers do; 76% would 
prefer a uniform drain recommendation. The 
average dealer recommendation is 1,833 miles, 
against a manufacturer average of 2,846. 

Wright reported that each car manufacturer has 
begun “responsive action” to the API findings. 

With Ourselyves—R. Cubicciotti, L. Sonneborn 
Sons, explained the API Motor Oil Study Panel’s 
“Operation Bootstrap,” which circulates promo- 
tional and technical material. 





Atlas Bucron tire is tubeless, has special two-groove tread 


Butyl Tire Hits Commercial Market 


®& Esso Standard Oil is introducing a premium-priced 
line of butyl tires under the trade name of Atlas 
Bucron. Eventually, most 15- and 14-in. sizes will be 
offered in whitewall tubeless. Other Standard com- 
panies may take on the new line when production 
catches up. 

Tread of the new tire has a unique two-groove 
design (see picture). Claims made for the all-butyl 
tire are better stopping distance on wet, dry or icy 
roads; softer, smoother ride; high resistance to ozone 
cracking; absence of screech in stopping or rounding 
corners. 








Conoco Expands 


Southwest major gets Coastal Oil 
and Malco’s New Mexico refinery 


IN SEPARATE DEALS last month, Continental 
Oil moved to strengthen its fuel oil position in the 
East and improve refining operations in the West. 


e In the East, Conoco acquired Coastal Oil 
Co., 30-year-old independent wholesaler supplying 
private-brand heating oil resellers in New Jersey, 
Pennsylvania and New York. Conoco will ex- 
change 100,000 shares of stock for all Coastal’s 
capital stock (market value: about $6-million). 

@ In New Mexico, Conoco signed a long-term 
lease on Malco Refineries’ 12,000-b/d Artesia 
refinery. In connection with the deal, Continental 
Pipe Line acquires Malco’s crude gathering facili- 
ties in Eddy and Chavez counties, N. M. 

Conoco expanded in the Midwest recently 
through exchange of stock with Western Oil & 
Fuel Co. and International Refineries, Inc. (NPN 
—Apr. p102). 

Behind the Coastal Deal—When Bay Petroleum 
purchased Hartol Petroleum last fall (NPN—Oct. 
°58, p73), Conoco found itself minus a big cus- 
tomer. In October, Continental formed Onco Oil 
as a marketing subsidiary in the East. The idea 
was to hold some of the business that had been 
channeled through Hartol. 


With the acquisition of Coastal, Onco’s job 
should be easier. Coastal has terminaling facilities 
(800,000 bbl. on the west shore of Newark Bay, 
200,000 bbl. on the Passaic River north of New- 
ark) and a “name.” 

Onco has been throughputting at a major-com- 
pany plant in the area. Now it will use Coastal’s 
facilities. Coastal also has throughput deals at 
water terminals on Long Island, Newburgh, N. Y., 
Tullytown, Pa., and at pipeline terminals in east- 
ern Pennsylvania and Vestal, N. Y. 

A Conoco official believes Onco and Coastal’s 
operations can be integrated, and that the two 
combined can handle most of the heating oil out- 
put from Conoco’s Lake Charles, La., refinery. 

Conoco says it has no plans to market gasoline 
in the East, although some Coastal principals once 
distributed Conoco products in part of New Jersey. 

Behind the Malco Deal—The Malco arrange- 
ment is designed to upgrade refinery quality. 


Up to now, Conoco and Malco have been 
operating adjacent refineries in Artesia. Conoco’s 
4,000-b/d plant is old; Malco’s 12,000-b/d plant 
is up-to-date. By working with both units, Conoco 
expects to end up with a modern 12,000-15,000- 
b/d refinery. 

Conoco will set up Malco Products, Inc., as a 
wholly owned subsidiary to supply Malco’s un- 
branded customers in New Mexico and Arizona. 
President will be C. A. Copple, formerly with 
Malco. 
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Special Report 





Not since the self-serves came out of California has 
a station idea caused as much excitement as 
this recession-bred design... 


SKID-TANK STATIONS: 
New Force in Marketing 


(First in a series of two exclusive reports) 


AST SUMMER a Houston equipment firm was 
searching for a portable station package that 
small unbranded jobbers would buy. The result was 
a skid-mounted model. It wasn’t very attractive, but 
it was cheap. 

Today there are more than 100 of these stations 
in the Southwest and Midwest, and the prospect is 
for hundreds more. ““Demand from independent dis- 
tributors—both major and private brand—is simply 
terrific,’ says an equipment jobber. 


Continued on next page 
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EARLY VERSION 


Modification took pumps off 
skid, added a small office 


LATER VERSION 


(Begins on page 87) 


Appearance of these stations has invariably 
touched off price wars. Their operators have been 
damned as parasites. Fire marshals in many areas 
have spoken out against skid-mounts on safety 
grounds. Not since the self-serves came out of 
California after World War II has a station idea 
caused as much excitement as A-1 Pump & Tank 
Co.’s recession-bred design. 

Most of the existing skid-mounts are in Texas, 
Oklahoma, Arkansas, Kansas, Missouri and Ne- 


First skid-tank built by A-1 Pump & Tank Co. 
bought by independent Harry Webb, Jr. (page 90) 
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Tanks Above Ground 
Menace,CD Head Says 
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Same station, dressed up by Reed Oil Co. for service in 
Wichita Falls, Tex., has pumped over 30,000 gal. a month 





braska. They currently pump an estimated 2.5- 
million gal. per month. Per-station volumes run 
from 10,000 to 50,000, with the average between 
22,000 and 24,000. The majority are located on 
main highways and the outskirts of small towns, 
but most big cities from Houston to Omaha have 
them too. And they’re spreading. 
Impact—Eventually, skid-mounts could make 
their presence felt throughout the country. One 
marketer compares them to the trackside stations 
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NEWEST VERSION 


newest portable is designed for use with separate under- 
ground tank to meet safety regulations. 

Basic unit runs $5,950, FOB Houston; includes four 
pumps, one 12-hp air compressor, two 8-in. floodlights, 
inside fluorescent lighting, one restroom, two air and 
water stands, two 25-ft. air hoses, two 25-ft. water hoses. 
Storage tank is extra (about $500 for 5,000-gal. tank). 





that sprang up in the Twenties. “They’re phenom- 
enons of a loose-gasoline era,” he says. “They 
utilize rock-bottom economics and thrive on the 
consumer impulse to ‘get it wholesale.” They make 
people feel they’re getting a bargain.” 

Cost—A_ skid-mount installation represents a 
total investment of $5,000-$8,000, including haul- 
ing it to the site. The earlier models consist simply 
of a storage tank, four pumps, and air and water 
facilities, all mounted on two steel I-beams (see 
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Special Report 








Two-door station building measures 8x16 ft., is mounted 
in center of 36-ft. skid. Island is completely wired and 
piped for air, light, water. 

A-1 claims station can be opened in a matter of hours, 
moved from location to location during remodeling opera- 
tions. Company is plugging station for use at motels, 
garages and shopping centers, says it can be installed for 
under $10,000 including gravel driveway work. 


opposite page). But new designs are appearing. 
These have taken the tank off the skid and replaced 
it with a small building (see picture above). Tanks 
are buried. The result is a neater, more attractive 
package that’s still inexpensive—about $8,000. 
The whole works can still be hauled to site at 
oil field hauling rates. 

Above-ground storage restrictions generally 
forced the earlier skid-mounts to the outskirts 
of towns. Since the newer designs can be located 
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inside city limits, they’re expected to have an 
even greater impact than their predecessors. 

So far, skid-mount buyers have been medium 
and small private branders. Texas equipment 
firms, however, are reporting inquiries from major 
distributors in all areas, including the East and 
West Coasts. 

In at least two cases, major jobbers have pur- 
chased one or more skid-mounts and are operating 
them under a private brand. Big, well-known 
private branders are keeping a close eye on skid- 
mounts. Major suppliers, of course, view them as 
a blight on marketing and hope they'll disappear. 
This seems unlikely to happen. 

One jobber—who handles both a major and a 
private brand—sums up the situation this way: 
“The skid-tank is a very serious problem. The low 
investment gives its operator such a big advantage. 
The sixty-four-dollar question jobbers have to 
answer is whether to put their own skid-tanks in. 
I haven’t made up my mind.” 

Apparently others have. Says an equipment job- 
ber, “The original skid-tank won’t last, but designs 
with buried tanks will. The demand for informa- 
tion on them is too great to write them off.” 


Appeal—Price seems to be the big attraction 
of skid-mounts. Theoretically, there is also port- 
ability. They can be hauled to new locations. If 
one has to be completely salvaged, an equipment 
company estimates an operator can get back 60% 
of his investment after one year, allowing for de- 
preciation. But as far as can be learned, not one 
skid-mount has actually been moved from its 
original site. 

The Safety Factor—Critics of skid-mounts say 
they aren’t safe, among other things. They fear 
explosions and fires will cause adverse publicity 
for the industry. 

One skid-mount in Oklahoma has already 
burned. In fact, legislation was introduced in Okla- 
homa this spring to outlaw above-ground storage 
at stations. 


But skid-mount promoters claim they're as safe 
as other stations. They point to design precautions, 
talk of having received underwriters’ approval. 

Yet a Houston fire marshal says he and marshals 
“all over the country” are concerned about skid- 
mounts, There isn’t much they can do, since most 
skid-mounts are outside city limits. But some 
look for state or county restrictions in the future, 
especially if there are more fires. 

The newer skid-mounts, with separate tanks 
that can be buried, aren't likely to run into safety 
objections. 

Who Started It?—Three Texas jobbers get the 
credit for promoting the skid-mount station idea. 
They’re Harry Webb, Jr., Charles Knox, Jr., and 
L. K. Long, all of Dallas. Knox and Long are 
coming out with a jointly designed station. But 
Harry Webb is the pioneer—and the man to watch. 








How Seery Webb 


i MANY Midwest and Southwest marketers, 
the name Webb is synonymous with price- 
cutter. This was the case even before Harry Webb, 
Jr.—one-third of a notable private-brand family— 
began stringing skid-mount stations north from the 
Texas Gulf Coast. 

Webb now has an estimated 40-60 skid-mounts 
doing business from Houston to Lincoln and 
Omaha, Neb. (see map on page 94). Over-all 
volume is probably close to 1-million gal. a month. 
At times Webb’s stations have posted prices near 
wholesale cost. They’ve been blamed for price 
disturbances in virtually every town and city 
they’ve gone into. 

From Oklahoma north, Webb stations (operat- 
ing under various brands, principally “National’’) 
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sometimes post prices close to wholesale cost. They’ve caused price flurries in almost every market they’ve entered. 


Runs His Skid-Tank Show 


have roughly followed the route of the Great 
Lakes Pipe Line System. Word is out that Webb 
plans to push all the way to the Canadian border. 
He’s also heading northeast from Dallas to the tip 
of Arkansas. No one’s sure where he’s going from 
there. 

In fact, few people are sure of anything about 
Webb, and Webb isn’t talking. He thinks he’s 
already had “too much bad publicity.” But whether 
or not young (in his mid-30s) Harry Webb wants 
publicity, his activities are bringing it to him. He’s 
the pioneer of skid-mounts; he bought the first 
ones, has been buying them heavily ever since. 
And his pricing policies have been nothing if not 
controversial. 

Some marketers find it difficult to understand 
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“how anyone can come into a market and tear it 
up like Webb does.” Others say Webb has become 
sensitive to this criticism, and isn’t cutting prices 
as sharply or as long as he used to. 

Webb indicates this is correct. He says it isn’t 
his aim to wreck existing markets. His desire 
is to make money, he says, not cut prices. At the 
same time he still feels others should allow him 
to reduce prices “about a nickel” on openings 
(two days or so), then bring postings up to the 
prevailing private brand level. 

How Webb Moves In 

Webb won’t discuss his operating methods, but 
here’s how they work out in actual practice: 

Ray Barrier, a former independent and partner 





Now You See Him, Now You Don’t 
Harry Webb dislikes having his picture 
taken. He goes to extremes to avoid photo- 
graphers, sometimes uses back door of his 
office to elude a cameraman waiting for an 
appointment 


(Begins on page 87) 

of Webb, acts as chief contact man in the field. 
He spots locations on main highways just outside 
towns and cities. He looks for properties with 
about 150-200-ft. frontage that can be leased for 
one year with one-year options. 

Top rental for such locations may run around 
$50 a month. Many come cheaper, especially near 
small farm towns. Once leasing arrangements are 
completed, a skid-mount station (cost: $5,000- 
$5,300) is brought in from Dallas or Houston. 
Gravel driveways are laid down, electric current 
is tied in, and Webb’s in business. Total invest- 
ment, including transportation of the station, may 
run as low as $6,000. 

Once in business, the typical Webb station is 
run by one man—or possibly an elderly couple 
who own the property. Webb’s average payroll 
per station is estimated at about $400 a month, 
in salaries or commissions. 

At one station checked, for example, the opera- 
tor gets a commission of 3¢ on gasoline and 2.25¢ 
on motor oil. He deducts his commission and puts 
each day’s receipts in a local bank the following 
morning. He opens at 6 a.m., closes at 10 p.m. 

Prices are in line with postings at Billups and 
Hudson stations inside the town. Truckers get a 
4¢ discount, a common practice with private 
branders in the area. Truckers must sign a receipt 
showing how much they buy, and some balk at this. 

The station operator says the majority of his 
customers are “Negroes and truckers.” 

Webb reportedly shoots for a minimum of 


“When a Webb station shows up 


15,000 gal. a month in smaller towns. Competitors 
guess he works on an average 6¢ margin, allow- 
ing for transportation costs, spotty price situations 
and other factors. If Webb gets his minimum 
volume, his gross is $900 a month. 

Deduct about $475 for rent, labor, utilities and 
miscellaneous expenses, and you get $425 a month 
on a $6,000 investment. “Tell me how you can 
beat that kind of a deal,” says a competitor. 


How Webb ‘Merchandises’ 


If Webb has a merchandising philosophy out- 
side of price, it doesn’t show up in his skid-mount 
operation. His signs stress price (“Sure We Cut the 
Price, But Not the Quality”) on both motor oils 
and gasoline, either at or below the lowest postings 
found in the vicinity. 

So far, all Webb’s skid-mounts consist simply 
of storage tank, pumps, water and air facilities. 
There are no lube or wash facilities or restrooms. 
Sidelines are seldom sold at Webb stations, al- 
though there are exceptions. One was the case of 
a chicken farmer who couldn’t sell all his egg 
production. A Webb station went on his property 
next to his egg stand, and now he has to buy eggs 
from others to meet demand. 

If Webb gives his operators special training, it’s 
well disguised. While others try to lure bright, 
promising dealers, Webb’s requirements are sim- 
ple. “If they can count, make change and come 
cheap, they pass Webb’s standards,” says a com- 
petitor. 

Webb customers shouldn’t expect special serv- 
ices, because chances are they won’t get them. 
Webb stations ignore the finer points of merchan- 
dising; Webb goes in as inexpensively as he can, 
and tries to operate the same way. Competitors 
say this approach works better around the smaller 
towns than the bigger ones. 

“When one of Webb’s stations shows up in a 
small farm town, you’d be amazed at the reaction,” 
says one. “Remember, many of these towns don’t 
have the Hudsons and Sites. When Webb drops 
one of those things, farmers flock in from miles 
around.” 

Says another, “Webb’s type of station will at- 
tract certain types of people. Some of those farm- 
ers don’t give a damn what his station looks like. 
They don’t care if it has gravel driveways. Some 
prefer them, so they can spit tobacco juice in the 
dirt and watch it roll up. You can’t do that on 
concrete driveways.” 

Says a third competitor, “Webb attracts them 
with a real low price, and then tries to keep them 
by posting a cent or two below the rest on gaso- 
line, perhaps more on motor oils. Most rural peo- 
ple will go for that kind of ‘bargain,’ no matter 
what you're selling.” 
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Special Report 
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Typical Webb outlet is located outside city limits. Property rental seldom runs over $50 a month, often is cheaper 


How’s Webb Doing? 


Competitors believe a number of Webb stations 
are pumping 20,000 gal. a month or better in 
small towns where majors have been content to 
do 10,000 or less. While many may be doing this 
well, not all are. One checked in Sherman, Tex., 
recently was doing about 10,000. In bigger cities, 
it’s believed that Webb skid-mounts are making 
out all right, but aren’t doing anything close to 
the volumes registered by conventional private 
brand outlets. A Webb skid-mount on the Dallas- 
Ft. Worth highway near Dallas was pumping 30,- 
000 gal. a month when checked recently. That’s 
good volume—especially considering the invest- 
ment—but well under the highs of 60,000 and 
70,000 reported by other private branders in the 
area. 

In Galveston, a Webb station checked last 
month was doing about 600 gal. a day. Volume 
had been down to 300-400 gal. a day until Gal- 
veston’s beaches opened up May 3. But a previous 
operator was said to have pumped 3,600 gal. on 
a day when Webb’s pump price was 17.9¢, 2¢ 
under everyone else. 

Principal sources of supply for Webb’s skid- 
mounts are reported to be two independent re- 
finers, one on the Texas Gulf Coast and one in 
Oklahoma. Webb also buys occasionally from 
other plants. 

For his own stations—in most cases—Webb 
apparently buys gasoline that compares with other 


June, 1959 * NATIONAL PETROLEUM NEWS 


private brands in quality. He also does some sell- 
ing to other jobbers, lending credence to reports 
that he has special supply deals based on certain 
volumes. Some of the gasoline Webb has sold to 
other marketers has reportedly tested as low as 
72 octane. 

Webb operates a fleet of at least six transports. 
They haul out of Houston, mainly for his Texas 
stations that aren’t near pipeline take-off points, 
and for direct sales to jobbers and ethers. Webb 
recently added a fleet of vans to haul motor oils 
to his string of stations. 


What About Webb Himself? 


Who is Webb? Who’s behind him? What are 
his goals? How far is he going? 

These have become popular questions since 
Webb began building his skid-mount empire. But 
looking for the answers leads to a mass of con- 
fusing reports. 

It’s generally agreed that Webb came to Texas 
around 1951. Some say he had well over a quarter 
of a million dollars then, his share from the sale 
of his father’s Midwest marketing holdings in the 
late 40s. Harry, Jr., was later joined by his father 
and his brother Tom, and the three began opening 
Webb stations in parts of South Texas, San An- 
tonio, Houston, Dallas and Ft. Worth. 

The San Antonio properties and some in South 
Texas were eventually sold. Then, three years ago, 
Site Oil paid Harry Webb, Jr., an estimated $277,- 
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000 for 10 stations in the Dallas-Ft. Worth area. of subsequent sales of Webb properties in Texas. 
Each of these sales had an interesting angle, There are those who believe the Webbs kept 

dating back to the time when the elder Webb sold markets upset to get others to buy them out. Now 

his Midwest holdings to Phillips Petroleum. It was they wonder if that’s what Harry Webb, Jr., has 

agreed then that the Webb brand would stay out in mind for his skid-mount enterprise. 

of the area for 10 years. This same type of agree- There are also those who wonder how solid a 

ment, but reportedly for a shorter period, was part base the Webb empire is founded on. 

Young Webb probably came out of the various 

sales in good financial shape. But skid-mounts are 
his first big venture over a wide area. After one 
year—operating out of a rambling house near a 
Dallas country club, and driving a pink Cadillac 
Coupe de Ville—Webb today gives the impression 
that he has the money to finance his ambitions, 
or can get it. 
RTH DAKOTA auausota Supporting this outward appearance are reports 
from men who have done business with Webb. 
Most of them say you can’t run a credit check on 
Webb and find what he’s worth, but that his finan- 
cial references are okay. 

On the other hand, some say Webb is “just 
operating on other people’s money.” They report 
cases of laxity in paying bills. One equipment firm 
says it lost Webb’s business “because we wouldn’t 
carry the papers” on skid-mount purchases. 

Some, too, are convinced Webb has been losing 
money on skid-mounts because he puts them in 
NEBRASKA Omaha so fast. They question how long he can continue— 

é ee, * ; unless he has “somebody back of him.” 

Lincoln Yet many are convinced that while Webb might 
be slightly over-extended now, he’s hit on an idea 
that will carry him right to the top. Says one, 
“Harry caught everybody off-guard, including the 
big independents. He’s too far ahead of them now. 
They'll never catch him. He’s going to make a 
million dollars this year.” 

Adds this admirer, “Webb makes decisions fast- 


er than anybody I know.” 
OKLAHOMA Others say he isn’t that shrewd, and cite ex- 
amples: for instance, that Webb is running his 
Q_) now far-flung operation somewhat loosely. This 
school of thought holds that Webb won’t make any 
ieee million this year, or next year either. 
“i MISsiS$ Is Webb in the same class with the “name” 
Hea dquartersoo!'9 bo private branders? Says a neutral observer close to 
+ several of the big private branders: “Not yet, but 
he will be. Don’t forget, Buddie Billups, Phil Site- 
Fort Worth man and all the rest were considered novices once. 
TEXAS LOUISIANA They too were cursed for some of their early 
practices. Right now, Harry Webb has the best 
* chance of any young marketer around to become 
Houston our next really big private brander.” 

Is that what Harry Webb wants? Some doubt it. 
But regardless of Webb’s aims, he has pioneered 
a station idea to be reckoned with. Even if—as 
has been speculated—his suppliers take over his 
stations some day, they'll still be there operating. 

And there are others, convinced that Webb is 


onto a good thing, who are bringing out their own 
conceptions of the skid-mount. # 











SiN 
WTH DAKOTA WIscoNn 





KANSAS 














NEXT —_s @ What others are doing with skid-mounts 
@ How far will the skid-mount trend go? 


Webb expansion follows Great Lakes Pipe Line routes. 
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General 


How Detroit's Coming Small Cars 
Will Affect Oil Marketers 








Here’s a full rundown on the new domestic small cars that will be 
hitting the roads next fall. As it looks now they could signal the 
start of a revolution in automotive concepts 








hie BIG THREE will give royal birth to small cars 
this fall: General Motors expects on Sept. 9, 
Ford will follow about a month later, and Chrysler 
is striving mightily to produce by the new year. 

Preparations began in all seriousness with final 
awareness that George Romney’s Ramblers, 
Harold Churchill’s Larks, and some 40 varieties 
of imports would collectively be transport for some 
960,000 American owners before this year is out. 
(Volkswagen dealers, in fact, now lead all makes 
in average sales per outlet.) 


GM’‘s New Baby 


Chevrolet dealers will initially market the new 
GM car, but not necessarily under the Chevy 
name. The car will be powered by an all-aluminum, 
horizontally-opposed, air-cooled six mounted in 
the rear, straddling the differential. On its 108-in. 
wheelbase, the four-door version will resemble a 
somewhat enlarged Renault Dauphine. 


The aluminum engine’s only real effect on oil 
marketers will be its air-cooled feature, obviating 
the need for antifreeze. Other than that, GM 
service people insisted the engine be made com- 
patible with existing fuels and lubes. One possible 
exception: the gear train may ultimately require 
a lubricant combining the qualities of EP axle 
grades with automatic transmission gear oil. 

Owners and service men alike will be startled 
at first by the mechanical noise emanating from 
this engine, especially in extreme climates. This is 
caused by greater expansion and contraction of 
the metal under temperature changes, plus the 
sound conductivity of aluminum. However, occu- 
pants won’t notice any difference when they’re in 
motion. 

The aluminum fins on the air-cooled cylinders 
will be quite fragile. Mechanics must guard against 
damage because the entire cooling area is needed 
for proper operation. Even a crack will cut down 
on heat transfer. At last report, the cylinder itself 
will be lined with ferrous material. 

Like all the forthcoming small cars, the new 
GM will have a unitized body. Presumably the 
shells have been properly strengthened at lift 
points. But it should be remembered that only 
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Ford (of the Big Three) has any experience with 
this type of construction. 

GM engineers have been plagued with handling 
problems on this car. The original design was 
intended for a wheelbase of about 100 in., a 
dimension with plenty of design precedent. Sales 
people, however, demanded more length to make 
the interior space compare favorably with Ram- 
blers and Larks. The resulting pendulum effect of 
the engine weight at the rear of the longer car 
has been solved by now, but not without some 
anxious moments. 


The car will hold its own in traffic and on turn- 
pikes. Reports of 25 miles per gal. from skilled 
drivers won’t be uncommon, and the 120-cu.-in., 
105-hp engine should happily digest regular gaso- 
line. 


Ford’s Falcon 


Ford’s small car entry will probably be called 
“Falcon” and is smartly orthodox. An overhead- 
valve, six-cylinder engine with cast-iron block is 
mounted in front. Considerable research went into 
a four-wheel-drive version, but the problems 
weren’t worked out in time for the upcoming 
model. 

Styling will follow Ford’s approach of making 
everything look as much like a Thunderbird as 
possible. But contrary to widespread rumor, the 
car won't be a miniaturized sports model. Offered 
initially will be a sedan and a station wagon. 


Chrysler’s Entry 


By pure coincidence, Chrysler too wanted to 
call its car “Falcon.” Styling is described as “‘con- 
tinental” in flavor, despite head and legroom for 
five full-sized adults. As with the other two makes, 
body construction will be unitized, on a wheelbase 
of about 108 in. 


This car may well be the peppiest, because the 
engine will be interchangeable with those in stand- 
ard-sized, six-cylinder Plymouths. Such a power 
plant, in a vehicle with an over-all weight of about 
2,500 Ibs., will be illuminating to those who think 
of performance in terms of multiple-carbureted 
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V-8s. Four-door sedans and station wagons will 
be offered. 


What the Small Cars Will Cost 


Every attempt will be made to keep basic de- 
livered prices of all three makes slightly under 
$2,000. This is premised on a volume of about 
200,000 units a year for each maker. 


The lower cost won’t stem from any difference 
in the labor content of these cars, nor will it be 
helped much by the lesser material used. The 
savings, which are actually disappointing, come 
from offering only a very limited list of optional 
accessories. The basic list doesn’t include much 
more than radio, heater, automatic transmission. 

As an example of how this works, note the 
doors on a standard Ford, Chevy or Plymouth. 
They’re of costly, thick construction, so that the 
minority of buyers who order electric window lifts 
can be accommodated. The new. small cars will 
involve no such built-in costs before -installation. 


Down the Road: A Revolution? 


Many potential buyers will doubtless consider 
the new small cars a little austere. Knowledge of 
this, plus sales difficulties now besetting the medi- 
um-price field, are causing top management to 
consider a revolutionary expansion of the small- 
car idea. 

Essence of the idea is invasion of the medium- 
price field. Originally, the small-car programs were 
handed to Ford, Chevy and Plymouth because the 
programs seemed a logical extension of these 
makes’ normal lines. But this thinking is at least 
two years old. Since the first programs were formu- 
lated, medium-price makes like Buick, Mercury, 
Edsel, Dodge and DeSoto have run into chronic 
sales difficulties—difficulties that can only be at- 
tributed to the fundamental package, rather than 
a transient economic recession or variations in 
styling. 

The solution, as Detroit planners now see it, is 
to give each division a small car to sell. Already 
programmed—but not finally committed—is a new 
GM design involving a front-mounted engine, to 
be made by the Buick-Olds-Pontiac assembly com- 
bine and sold by their dealers. If approved, these 
models will appear by fall, 1960. 

Ford is seriously planning to shrink the Edsel 
into a compact car. This is tentatively set for the 
1961 model. Chrysler, in turn, is thinking about 
small Dodges and DeSotos. 

Much will depend on the reception the first 
offerings get. Car makers are understandably re- 
luctant to start such a far-reaching revolution, 
where size would not necessarily be a measure of 
selling price. But the possibility of this sort of 
revolution is behind American Motors president 
George Romney’s recent prediction that 3-million 
domestically produced small cars will be sold an- 
nually by 1963. ” 


- In case you missed it... 


»Gulf’s manufacturing department moves to 
Houston effective June 1. Most of the company’s 
operations have now moved there. This leaves 
only marketing, administration and research in 
Pittsburgh. 


The domestic oil industry will grow at a slower 
rate in the future than it did between 1927 and 
1957, predicts president Morgan J. Davis of 
Humble Oil. Growth in demand will likely decline 
gradually from 5% a year to 3%, he says. 


®Sun Oil has asked dismissal of a Federal Trade 
Commission charge that Sun’s pricing in Norfolk, 
Va., in 1956 was aimed at injuring private 
branders. ‘ 


Top honors in Tidewater’s eastern division 
sales contest went to the New England district. 
The division paid out $45,000 in prizes to 172 
salesmen and supervisors. 


Oil Heat Council of Greater Philadelphia Fuel 
Conference has adopted the “Little Bill” oil-heat 
emblem developed by Oil-Heat Institute of Long 
Island (NPN—Jan. p25). 


Great Lakes Pipe Line has increased minimum 
specifications of regular-grade gasoline transported 
in the pipeline from 89 to 91 octane at all termi- 
nals except Franklin Park, effective June 1. 


Bay Petroleum has acquired an oil products 
terminal at Lynn Haven, Fla., from Independent 
Oil. Bay has also purchased a chain of 41 stations 
in Louisiana, Mississippi and Alabama from Gulf 
Coast Oil Co., owned by the Paciera family and 
heirs. 


Gulf Oil will open a new clean products terminal 
at St. Louis July 1. Gasoline throughput will be 
85,000 bbl. 


Howard Fuel Corp., Brooklyn, N.¥Y., is now 
retailing light and heavy fuels under the Esso 
brand. The new supply contract with Esso doesn’t 
affect River Oil Corp., Howard’s wholly owned 
subsidiary. 


Connecticut has passéd a law to use $21.5-mil- 
lion of highway funds for educational grants to 
towns. This is the state’s first such diversion. 


The average American at 29 can look forward 
to an automobile tax bite of $4,236.86—including 
$1,805.76 in federal and state gasoline taxes—by 
the time he retires, reports Commerce Clearing 
House. Figures are based on a new car every five 
years at present prices, with no change in tax 
rates, and an addition of 9,400 miles a year on 
the speedometer. 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A SERIES 


One Battle We’re Losing 
-And Why 





Lest it seem self-serving, we of McGraw-Hill, as 
publishers, have hesitated to make the follow- 
ing statement about the “Battle of the Books.” 
However, our reticence has been overcome by 
our conviction that it is greatly in the national 
interest to have much wider public understand- 
ing of the nature of this battle. This conviction 
is strengthened by the fact that many, not in 
the publishing industry, believe in the impor- 
tance of this battle and, further, by the fact that 
it is a battle which the United States is losing. 











The United States is losing an important 
battle — a battle of knowledge and ideas, waged 
with books. It does not have the excitement of com- 
petition in scientific achievement, nor the urgency of 
a diplomatic crisis, nor the obvious economic signifi- 
cance of a struggle for export markets. But our success 
or failure in this battle of knowledge and ideas may 
well have a decisive bearing on these more spectacular 
aspeets of international rivalry. 

The Russians know this. About a decade ago, they 
started a program to build up their export of books, 
the most durable and penetrating way of communicat- 
ing knowledge and ideas. By 1957 the Soviet Union 
was exporting 30 million books, one-and-a half 
times as many as the United States. Many of these 
books are printed in English, and all are in languages 
of the non-Communist world. 

In the languages of the Near East alone, the Rus- 
sians printed and distributed 413,600 books in 1957, 
as compared with 166,415 in 1956. In India, Russian 
textbooks on engineering are to be published in Eng- 
lish under a technical aid agreement signed in Moscow 
last December. 
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‘Trade Follows The Book’’ 


Books are in the advance guard of the Soviet 
political and economic challenge to the free 
world. With books go ways of thinking — about 
government, about education, about management, 
about science and technology. If these books do their 
job effectively in the training of those who will be- 
come a nation’s leaders, they will provide the basis for 
political and cultural understanding and also, in the 
future, for trade. 

The Russians are not the first to discover this rela- 
tionship. Britain, which lives by trade, has tradition- 
ally exported more of its book production than any 
other nation. Today it exports one book in every two 
produced. The British have a favorite dictum: “Trade 
follows the book.” They have proved its accuracy. Now 
the Russians are trying to make this same principle 
serve their purposes. 

Where does the United States stand in this competi- 
tion for men’s minds? In number of books, it trails far 
behind the Soviet Union — exporting roughly 20 mil- 
lion books, against the Russians’ 30 million. As a pro- 
portion of our total output of books, our exports 
amount to only 10% — against Britain’s 50%. 


The Russians’ Advantage 


U.S. book exports have grown in the years since 
World War II, from approximately $11,000,000 in 
1946 to $35,000,000 in 1958 (both figures excluding 
Canada). But in expanding book exports, the Amer- 
ican publishing industry faces two major obstacles: 

(1) The comparatively high cost of produc- 
ing a book in the United States, which puts its price 
well beyond the reach of many students, teachers and 
businessmen in other countries; and 

(2) The shortage of dollar exchange in many 
countries, which means that importers can pay for 





books only in currencies that are of little use to Amer- 
ican publishers. 

The Russians have neither of these problems. Soviet 
publishing is state-subsidized, and exported books are 
sold for nominal sums paid in the currencies of the 
importers. As these books serve the political and 
economic purposes of the Soviet Union, they are 
cheerfully sold on giveaway terms. 

The American publishing industry, on its 
own, is making vigorous efforts to increase the 
distribution of American books in other coun- 
tries. Leading U.S. publishers and their agents have 


offices and salesmen in the major countries of Asia, 


Africa and Latin America. Several publishers have 
begun to reprint textbooks in Asia at one-half to one- 
third of their U.S. costs, thus making them available to 
the students in Asian countries at prices they can more 
nearly afford. And the American paperback has be- 
come a symbol of low cost in popular books. But 
neither of these devices is practicable for serious cul- 
tural, technical, scientific, educational and professional 
books, which require durable, haid-bound and neces- 
sarily expensive editions. Despite their great impor- 
tance to those who need these books, the demand for 
them is simply not large encugh to warrant low-cost 
publishing methods. 

Government agencies also have increased the avail- 
ability of American books. The United States Informa- 
tion Agency and the International Cooperation Ad- 
ministration have placed American books in libraries 
overseas, donated them to educational institutions and 
presented them to key individuals in the industries and 
governments of the developing countries of the world. 
But these programs are small in relation to the need. 


A Modest Program 


An unusual and little-publicized Government 
program has helped American publishers over- 
come the other major obstacle to the export of 
books — the shortage of dollar exchange. This is 
the Informational Media Guaranty (IMG) program, 
administered by the United States Information Agen- 
cy. It enables publishers of books judged to be worthy 
of the American way of life to sell their books, for 
local currency, in countries such as the Philippines, 
Formosa, Vietnam, Burma, Indonesia, Pakistan, Tur- 
key, Israel, Poland, Yugoslavia, Spain and Chile, 
which would otherwise be unable to buy these books 
because of their shortage of U.S. dollar exchange. 

The IMG program is not a giveaway. Publishers 
have to sell their books, and customers overseas have 
to want them enough to buy them at full prices. IMG 
merely guarantees that the exporting publisher receives 
in dollars the payments he collects from his customers 
in their currency. The program costs very little in 


terms of our total foreign aid program, or in terms of 
what it accomplishes. In ten years it has made possible 
the sale of $150 million worth of books, magazines and 
films to countries of key economic and strategic im- 
portance at a cost of only $10 million. 

The IMG functions through a revolving fund. For- 
eign currencies are exchanged for dollars, and the 
foreign currencies in turn are resold to replenish the 
supply of dollars. The net cost is the small but un- 
avoidable loss on resale of these foreign currencies. 
Over the ten years of this program, the IMG revolving 
fund has shrunk from its original $28 million to $18 
million, $10 million of which is in unconverted for- 
eign currencies. 

If this modest but vitally important program 
is to be continued, Congress must appropriate 
the money necessary to rebuild the revolving 
fund. This would ensure that any country approved 
by the State Department and willing to sign an agree- 
ment to buy American books, at their full price, with 
its own currency, could do so. Last August, Congress 
reduced a requested appropriation for this purpose 
from $7 million to $2’ million. To continue even at 
its present reduced level, an appropriation of $312 
million is needed. To realize the full potential of IMG, 
the revolving fund must be restored to its original level. 

If the IMG program is not continued, with adequate 
financial support, some countries whose friendship 
and understanding we seek today and with whom we 
hope to build a trading partnership in the future will 
have to reduce their purchases of American books to a 
trickle. These are countries where school teachers, 
college professors, students, engineers, doctors and 
businessmen need and want to buy American books. 
The loss will be not only theirs, but ours as well, For it 
will deprive the U.S. of one of its most effective, and 
least costly, means of communicating knowledge and 
ideas and understanding of the American way of life. 





This message is presented by the McGraw-Hill 
Publishing Company to help increase public 
knowledge and understanding of an important 
national problem. Permission is freely extended 
to newspapers, groups or individuals to quote 
or reprint all or parts of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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THE LIGHTER SIDE 
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*...AND DON’T FORGET THE WINDSHIELD!” 


THE BRIGHTER SIDE... 


Special service is what you give, and special service is ASHLAND OIL & 
what you get .. . when you are supplied by Ashland Oil - peelypyng COMPANY 
& Refining Company. As the nation’s largest independ-_ - 

ent supplier of petroleum products, Ashland Oil under- Home Office: Ashland, Kentucky 
stands and respects your independence. Here are justa_ - 
few of the benefits you get from a working agreement 
with us: 


ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
@ You get to do your job without interference. = CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0, 


@ You get effective merchandising plans and selling tools. ; —St™*4#"¢ Bide DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


eeeeeeeeee eee eeeeeeee 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street-—NASHVILLE, TENN., 5E. Main Street 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 


*#eee8 


For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you . . . write, 
wire or phone us today! 





The independent Supplier fer Independents 
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Brief But Significant 


Majors’ earnings up sharply .. . New natural gas inroads . . . FTC hits Atlantic 
consignment plan ... What Canadian oil imports mean... new pipelines planned 


Earnings of major oil companies 
rose sharply in the first quarter of 
1958 over the same period last year. 
It was a récord three months for a 
few. Most often cited as reasons for 
the increases were greater demand, 
higher prices for some _ products, 
greater crude production, cost cutting 
and | stepped-up marketing. Rises 
ranged as high as 900% (Tidewater). 
See table below for details. 


SIGNIFICANCE: This improvement re- 
flects the general economic recovery. 
Prospects are bright for the remainder 
of the year. But percentage increases 
will decline. This is because earnings 
were badly depressed in the first half 
of 1958 and improved substantially in 
the second half. 


Northern Natural Gas Co. and Iron 
Ranges Natural Gas Co. want to tap 
new natural gas markets in more than 
300 communities in the Midwest. 


SIGNIFICANCE: If Federal Power Com- 
mission approves the applications, heat- 
ing oil jobbers in sections of Iowa, 
Minnesota, South Dakota, Nebraska, 
Wisconsin and Illinois can expect some 
stiff competition ahead. 


Federal Trade Commission has 
charged Atlantic Refining with ille- 
gally fixing and maintaining resale 
gasoline prices in Delmarva Peninsula. 
This area includes portions of Dela- 
ware, Maryland and Virginia. Atlan- 
tic denies it. 


SIGNIFICANCE: FTC appears to be at- 
tacking Atlantic’s ‘temporary consign- 
ment contracts.” 


Fair trade is said to be holding up 
well in Pennsylvania. A recent survey 
of Philadelphia and suburbs shows 
that of 308 service stations handling 
brands of fair-trading majors, only 22 
had prices less than the fair-trade 
27.9¢ for regular (including taxes). 
All majors marketing in the state ex- 
cept Esso and Shell are on fair trade. 


SIGNIFICANCE: Current price stability 
is the result of strict enforcement, say 
several marketers. 


Speedway Petroleum is selling a 
“super regular” gasoline in Michigan 
and surrounding states. The product 
is rated as 95.3 octane and selling at 
Speedway’s former  regular-brand 
price. The company claims this is the 
first “regular” of more than 95 octane 
in the U.S. 


SIGNIFICANCE: Apparently convinced 
that premium-priced “super premi- 
ums” sell more gasoline, Speedway is 
doing the same with regular. 


POil-Heat Institute of America has 

merged its accessory division with its 

manufacturers division. 
SIGNIFICANCE: While such a move is 
suggested in the plan for one national 
oil-heat trade association, OHI says 
the two groups were merged for its 
own organizational simplification, not 
to get OHI ready for the one-roof 
consolidation (see page 105). 


>The Wyoming Supreme Court has 
ordered Laramie County District 
Court to let 35 business firms testify 
in a trading stamp suit. Trading stamp 


companies are seeking to have Wyo- 
ming’s anti-trading-stamp law de- 
clared unconstitutional. 


SIGNIFICANCE: The businessmen will 
testify against trading stamps. This 
will make it tougher for stamp ad- 
vocates to win their suit. 


President Eisenhower has exempted 
Canadian oil from mandatory import 
restrictions, starting June 1. More 
than two-thirds of this oil is piped to 
northern tier refiners in Dist. 3— 
about 67,000 b/d. 


SIGNIFICANCE: Product prices in the 
upper Midwest are not expected to be 
affected appreciably by this exemp- 
tion. Canadian and domestic crude 
prices run about the same. 


International Oil Pipeline is going 
ahead with plans to build a 1,500- 
mile crude pipeline from Edmonton 
to Chicago. Maximum capacity is 
450,000 b/d. 


SIGNIFICANCE: If mandatory import 
restrictions hadn’t been lifted on 
Canadian oil, this pipeline would have 
been killed. 


Midwestern Gas Transmission has 
FPC approval to spend $50.8-million 
to build a 350-mile pipeline. It will 
bring an additional 360,000 mcf/d 
of natural gas into the Chicago-Gary 
area. 


SIGNIFICANCE: Utilities in the area will 
use the additional gas supply to cut 
down on their backlog of gas-heat ap- 
plications and make deeper inroads 
into the oil-heat market there. 





Company 
Tidewater 
Atlantic 
Sun 


Standard (Indiana) . 
Humble 

Continental 

Texaco 

Phillips ... 

Socony Mobil 

Ohio Oil 





First Quarter Report: Net Profits of Major Companies 


(Figures in thousands of dollars) 


% change 


Net from first 
income 


quarter ‘58 
+900.0% 
+-341.6 
+ 81.8 
+ 59.5 
+ 42.2 
+ 36.3 
+ 34.6 
+ 30.3 
+ 25.9 
+ 22.5 
+ 21.9 
+- 18.0 


Company 
Standard (Jersey) 
Shell 


Cities Service 

D-X Sunray 
Standard (Kentucky) 
Standard (Calif.) 
Richfield 


% change 

Net from first 

income quarter ‘58 
14.4 
13.0 
12.9 
11.3 
11.3 
9.9 
2.9 
1.2 
0.9 
0.7 
0.3 
0.4 


[+ttttt++ttt+ 
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Laboratory tested 
and field tested 
for Wheaton precision 
and performance 


Type T-1950 20’ Emergency 
Vent Manhole Cover 


Get tight, precision 
emergency venting 


This sturdy Wheaton Vent meets all the 
requirements of the A.P.I. Venting Guide 
for emergency pressure relief. Flanged 
base can be welded directly to tank, or 
bolted to a 20” A.P.I. Roof Manhead. 
Diaphragm seal in the cover insures posi- 
tive tightness, and safety cable prevents 
cover from leaving tank top if blown free. 
Pallet permits loadings of 1 0z./sq. inch; 
higher settings on specification. Entire 
cover can be quickly lifted off base, with- 
out unbolting or gasket replacement. 


Wheaton .- 


BREATHER VALVE 


with improved pallet design 


his new Wheaton Breather Valve—thoroughly tested in the laboratory and 

in the field for high rate of flow and vapor-tight control of vacuum and 
presssure—can give your storage tanks the best in breather valve design... 
vapor conservation...weather protection...and ease of maintenance. 


These Features Assure High Flow — Durability —Easy Servicing 

1. Diaphragms for both pressure and vacuum pallets maintain tightness 
through a wide range of pressure and vacuum. 

2. Large areas of all flow spaces ensure maximum flow rates at relatively 
small pressure or vacuum beyond settings. 

3. All aluminum parts anodized in accordance with government specifica- 
tions, to minimize oxidation and corrosion. 

4. Vacuum and pressure pallets provide efficient drainage and resist 
freezing. 

5. Vent is completely hooded for weather protection. 

6. Clamp rings on the vacuum diaphragm make the valve easy to maintain. 


Wheaton Quality Control Throughout 
The T-1900 Breather Valve exemplifies the same exacting standard in 
material and workmanship that has been a Wheaton tradition for over six 
decades. Investigate today how it can help your storage tank operation — 
and at a saving. Send for details now. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


Foreign Manufacturers 


Emco Ltd., London, Ontario, Canada * Emco Brass Mfg. Co. Ltd., Margate, Kent, England 


Emco G.M.B.H., Allendorf, Germany 
of 








@ 


Install WHEATON fittings 


me & 


Type 
T-1650 





Type T-1550 Water Drain Valve 





Level 


Indicator T-1695 


Midpoint 
+ Ther. Type T-1700 
| 4 } mometer Gauge 
Type T-1600 i { Hatch 
Automatic : = 
Tank Gauge 
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This DILLECTRIC Advertisement 
In April Reader’s Digest 


Presents Dealers An Unusual Opportunity to Build Greater 
Customer Confidence, Bigger Profits! 





KING 179 
bense, A bal- 
for example, 
ight position 

peed when 

Yorof one 
Pan cause a 
At of impact. 
isefids radio 


‘the ground, 


pratt 


Ration of the 


ther: items. 

the ‘effect of 
flashes in- 

# missile on 


it “bird” hits 


#iectronic fin- 
hie Social Se- 
ity Baltimore 
fi ames and 
me wages. For- 
poens name, 
al number, 
«the ‘machine 
HL sources of 
'§ for them in 
‘titrence. Now | 
:'83' percent of 

orld’s largest 


busin. 
et ee 





Tire Experts Explain: 
Why Tubeless Tire Repairs 
Should Always Be Vulcanized — 


Safe, sure, permanent repair of tubeless 

tires calls for a repair designed oman sd 
for this type tire. The repairs are exposed to 
more stress and strain on a rolling tire, yet 
must hold firmly with less support, Just 


Vulcanization fuses the repair to the tire 
permanently reliable, permanently safe — 
well worth a few pennies more! 


body — actually makes it a permanent 
The next time you need a tire repair, 
he, 





“any” patch won't do the job satisfactorily! 
The safest, surest tubeless tire repair is 

Dillectric Electrically Vulcanized! Electric 

part of the tire! Dillectric repairs never 

come loose, leak or pop off. Under all 

driving conditions Dillectric repairs are 

tube or tubeless, insist on Dillectric Elec- 

trically Vulcanized. Available wherever the 

emblem below is displayed. Look for it. 





ile oti 


TIRE AND TUBE REPAIR 


> 


> 


Thid meddage 
Owen 26 million 


dbhoulba wei cau! 


They ll Learn V0, hat: DILLECTRUC 
4 L000... and woh! 


Thia means Tore profit, 


—- DIL LECTRIC dealers / 


Ulvatlable Free to ale DILLECTRIC 
at acaba / 
| Sen neguesia iy Dept: 4 


Cinother. DILL ewiee— 
forthe ailomotive inedaittig! 


Are Your Dealers Prepared? 





Free Booklet “Tips To Get Longer Life, 
Safer Service From Your Tires” available. 
Send 10¢ to cover postage and handling 
to Dept. 1 at the address below. 


the DILL Manufacturing Company 
700 E. 82nd Street « Cleveland 3, Ohio 





SY VY 


x ANN/ 


The 


a 


Sombining DILLECTRIC and Reader’s Digest 
should produce unique and profitable ] 
DILLECTRIC dealers aaiaheas prrerhger 


The DILLECTRIC story is factual! The Digest 


has a remarkable history of audience response! 
Together they form an unbeatable team! 


: a ante vi ay Ae nati are prepared to take 
ull advantage of this opportunity by posti 
DILLECTRIC dealer emblems and Fete 
ample supplies of DILLECTRIC tire repair mate- 
rials, The pay-off is bigger profits, more satisfied 
customers— greater customer confidence! 





Cs 


\ 


VERSARY 


| ELLE. | 


Manufacturing Com pany 


700 E. 82nd Street « Cleveland 3, Ohio 





(To obtain more data on advertised products see page 168) 
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AMOCO CHEMICALS~A NEW RESOURCE 


Another 
new product 
in the 


AMOCO ow 


Additive Awe 
line mm | 
0 


Grease Thickener 0578 is a preformed, nonsoap, all 
organic gelling agent: unlike any other thickener. It is a 
free-flowing, dust-free, granular material that is easy to 
handle and work with. Grease Thickener 0578 can be 
readily dispersed in oil to make greases by heating, cool- 
ing and colloid-milling. This thickener—an Amoco 
Chemicals exclusive—is now being trial marketed. 


Using Grease Thickener 0578, grease compounders can 

offer products for both industrial and automotive lubri- 

cation that have the widest possible performance range. 

NLGI No. 2 greases can be formulated with an ASTM 

dropping point of 480° F.—at least 100 degrees higher 

than conventional lithium soap greases. And greases so 

formulated have demonstrated superior mechanical, 

ri Shaping poet ot me Tr thermal, and oxidation stability. They are water resistant 
s typical for No. 2 greases 


formulated with Amoco’s new and are not readily susceptible to oil leakage. 


Sreaye. cee The full story on Grease Thickener 0578, together with 


technical assistance in formulating greases using it, is 
yours. Your inquiry will receive immediate attention. 


AMOCO 
CHEMICALS 
CHEMICALS CORPORATION, 


910 Seuth Michigan Ave., Chicago 80, Illinois 





KUTNER 
BUICK LIKES 
CURTIS BEST 





“WE NOW HAVE 17 CURTIS LIFTS... 
WE WOULD HIGHLY RECOMMEND THEM 


TO ANYONE.” Jules Kutner, President 
Kutner Buick, Philadelphia, Pa. 


Philadelphia’s renowned auto dealer, Kutner Buick uses 
(exclusively) the CURTIS Single Post Frame-Engaging 
Lift. Kutner says they “‘handle any type of repair job in- 
cluding the removal and overhaul of automatic transmissions, 
rear ends, drive shafts, brake work. We very carefully 
examined all makes and felt Curtis equipment was superior 
... Started with 5 lifts . . . today we have 17.” 





LET 





“GIVE YOU A LIFT” 


OUR 105TH YEAR 


MANUFACTURING COMPANY - PNEUMATIC DIVISION 
Write Dept. 60, St. Louis 20, Missouri 











| PACKAGED 
AND 
| REMOTE AIR 
CONDITIONING 
(od : EQUIPMENT 
AUTOMOTIVE HIGH PRESSURE jE |, AIR HOISTS | 
AIR COMPRESSORS CAR WASHER AIR COMPRESSORS AIR CYLINDERS c-69 
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Fuel Oil 


Oil Heat Unity Drive Is On 








Menaced by the hungry natural gas giant, heating oil men have forged 
a plan to challenge their well-organized competitor with a united 


one-group effort. Target date: 1960. Here’s how it would work 








POWERFUL DRIVE to form one over-all heat- 
ing oil trade association is under way. The 
target date is 1960. 

The big objective is to enable oil heat to com- 
pete successfully with natural gas, which in less 
than a decade has become a grave threat to oil 
heat’s future. It has captured a big share of the 
new-home market and is moving in on oil heat’s 
existing business. 

The one-organization idea took definite shape 
in May when a formal recommendation was made 
by four industry leaders. This is the first concrete 
plan offered since advocates began discussing it 
seriously about three years ago. 


How the Plan Would Work 


Called the “one roof plan,” it provides for 
gathering all existing functions under the shelter 
of one over-all organization. It further provides 
for expanding promotional, research and technical 
activities. 

The recommendation embodies four 
points: 

e@ All phases and activities of the fuel oil in- 
dustry should be consolidated under one organi- 
zation. 

e The organization should be a newly consti- 
tuted one with equality of representation, ade- 
quate financing, strong direction and proper 
controls. 

e@ The name of the organization must be mean- 
ingful and imply that the group represents an over- 
all industry effort. The recommendation suggests 
the name be Oil Heat Institute of America, Inc., 
because of “the appeal of the well known and 
long-established name, OHI of America, Inc.; its 
wide usage, and the fact that its retainment would 
cause the least amount of industry confusion.” 

e@ The organization should be established and 
in business as early in 1960 as possible. “The dis- 
solving of the other groups now engaged in various 
phases of the industry efforts should be carefully 
coordinated with such action,” the recommenda- 
tion says. 

The following organizations and activities would 


main 
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be gathered under one roof: the American Petro- 
leum Institute fuel oil committee, the API fuel oil 
research program, the National Fuel Oil Council, 
the Oil Heat Institute of America (OHI), Opera- 
tion Oil Heat Associates (OOHA) and related 
activities such as clinics sponsored by Oil Age. 

Organization—The recommendation proposes 
that the new organization consist of four divi- 
sions: manufacturers, distributors, refiners and oil 
suppliers, and research and technical. 

The manufacturers division would be made up 
of two sections: oil burner equipment and acces- 
sories, and oil delivery equipment and accessories. 

The distributors division would handle these 
activities: training, education and dealer manage- 
ment conferences, insurance plans, sales aids, de- 
livery techniques and burner service. 

The refiners and oil suppliers division would be 
responsible for advertising, promotion, public re- 
lations and communications. 

The research and technical division would be 
made up of two sections: one a technical section, 
and the other research. 

Ten members from each of the four divisions 
would make up the 40-man board of directors. 
This, in turn, would set up an executive commit- 
tee. A board chairman and president would be 
elected from the members. 

The key official would be the managing direc- 
tor, who would report to the board and executive 
committee. 

Impartiality Intended — The recommendation 
was phrased to avoid offending existing organiza- 
tions, says an authoritative source. It reads, “It 
should be recognized that under this recommenda- 
tion no organization takes over another; rather, 
various organizations now in existence will be 
changed in some degree to fit into this new struc- 
ture.” 

The four-man task force which came up with 
the recommendation is composed of L. S. Marsh- 
man, Mobil Oil, chairman; C. M. Blickensderfer, 
Sinclair, chairman of the API fuel oil committee; 
E. D. Walter, Atlantic Refining, and F. W. Heaney, 
Skaggs-Walsh, New York, new president. 


They were chosen for the job by an API 
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(Begins on page 105) 
promotional subcommittee which approved the 
recommendation. 


Possible Complications 

As the “one-roof plan” gained impetus, two 
main questions emerged: whether the plan could 
be speeded along, and whether it would receive 
strong industry-wide support. 

Technically, each existing organization must 
vote itself out of existence. Its function would be 
taken into the new organization, since the strength 
of the new entity would be drawn from those 
organizations. 

OHI itself can’t take action on the proposal 
until its annual meeting next April unless a special 
meeting is called. Dissolution of OHI requires the 
approval of two-thirds of the members (each man- 
ufacturer, each accessory maker and each of the 
63 chapters). 

The API would not be connected with the new 
organization. Its moral support would be needed, 
though, since the “one roof plan” originated in an 
API committee. 

Why Act Fast?—There are two immediate rea- 
sons for trying to put the “one roof plan” into 
effect by 1960 if it wins general approval: 

e@ The API’s $75,000 research project, sched- 
uled to run one year under API auspices, has no 
must be found for it. The objective was to organize 
a research program, which is being done now. 
sponsorship after 1959. After that, a new home 

e@ The National Fuel Oil Council carries API 
support for 1959. Since it’s the principal oil heat 
promotional agency, some provision must be made 
for 1960. 

What’s the Support?—The question of support 
is complex. OHI leaders who favor the “one roof 
plan,” start with J. Verne Resek, outgoing presi- 
dent. He said in his annual report, “One of the 
greatest forward steps in the past two years has 
been to work with major oil companies to the 
end that they will join OHI and be helpful in 
many of our activities. . . . It appears to me that 
the time when this will take place is in the very 
near future; and when that time arrives, we will 


see the whole industry more firmly united.” Resek 
is a maker of oil heat equipment. 

Fred W. Heaney, new OHI president and the 
first distributor ever elected to that office, says 
his goal is one strong organization. Heaney is one 
of the four men who drafted the one-roof recom- 
mendation. 

Even so, there are 63 regional OHI chapters 
that must be persuaded by one-roof advocates to 
liquidate the OHI they know in favor of a new 
OHI they don’t know. 

It’s uncertain how many majors would support 
a new OHI. At present, nine majors contribute to 
the National Fuel Oil Council, which handles pro- 
motion. They account for 80% of the heating oil 
volume on the East Coast; but only four of them 
market in the Middle West and account for about 
30% of the volume there. 

Nineteen states and the District of Columbia. 
constitute the National Fuel Oil Council area. 
About 84% of the distillate heating oil potential 
in the country is located in that area. 

The states are: Connecticut, Massachusetts, 
Rhode Island, New York, Pennsylvania, New 
Jersey, Maryland, Delaware, Virginia, North Caro- 
line, South Carolina, Michigan, Ohio, Indiana, IIli- 
nois, Wisconsin, Minnesota, Iowa and Missouri. 

Participating refiners put up 0.5¢ per barrel of 
No. 1 and No. 2 heating oil sold in that area, 
National Fuel Oil Council money is earmarked 
for a specific locality for heating oil promotion 
when it is matched by distributors and dealers in 
the area. 

With full support of all marketers, a total fund 
of $3-million could be built up, the API fuel oil 
committee estimated last November. 

Causes of Concern—There’s some concern on 
two points: (1) that critics might consider this “a 
big company deal,” and (2) that critics might re- 
gard this an East Coast project. Advocates dis- 
count both categorically. 

At the OHI meeting in Seattle, distributors said 
they want full assurance that they would have 
equality with majors. This is recommended in the 
task force report. 

Some said, “It’s about time the majors put up 
the entire oil-heat promotional fund.” They point 
out that cigaret distributors don’t kick in to adver- 
tising programs paid for by tobacco manufacturers. 
So, they reason, why should heating oil dealers be 
asked to support oil-heat promotion? 

Fred Heaney, new OHI president, says it’s pos- 
sible the majors wouldn’t be contributing any more 
than they dre now to the National Fuel Oil Coun- 
cil. Further, he believes, the expanding OHI 
distribution division insurance trust may return 
$100,000. 


As to the Eastern complexion, defendants say 
that’s misleading. Several majors market nation- 
ally. Besides, most West Coast majors actively 
support oil heat promotion in the Pacific North- 
west. a 
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OHI Convention Report: | 





Oil Heat: Ailing or Thriving? 


IL HEAT is sick, if you compare Oil-Heat 
Institute’s figures on 1958’s net gain of new oil 
users with gains shown by other automatic fuels. 
Oil heat is moving right along, if you go by the 
annual report of OHI’s distribution division. It 
reports gains in members, in the sale of promo- 
tional material to its members, and in insurance 
plan coverage; and forecasts greater gains to come. 
These differing pictures are really two sides of 
the same coin: one side, intense competition; the 
other, what oil-heat men are doing about it. 


What Net Gain Figures Show 


It is NOT pretty reading. It shows oil heat in 
1958 as the least preferred, least accepted and 
least sold automatic fuel. Equipment manufac- 
turers and oil jobbers feared this all along. They 
think it should concern top management of major 
suppliers, since it reflects on oil heat’s growth 
potential and the over-all distillate market. 

OHI’s study, made by Dave Bottrill, head of 
OHI’s market research department, was read to 
directors by Ralph Becker, institute managing 
director. It’s based on such records as are avail- 
able, on consensus, and on deduction, says OHI. 
Here’s the report: 

e@ Gas: net gain of 1,089,000 new users, figured 
this way: 


Total gas shipments (from GAMA) _ 1,610,000 
Less 521,000 
Replacements due 220,000 
Lost to electric heat 27,000 
Lost to other fuels 24,000 
Replacing space heaters 250,000 
Net gain 1,089,000 


e@ Electric heat: net gain of 128,000 (from Edi- 
son Electric Institute). 

e Oil heat: net gain of 39,000 new users, 
figured on this basis (OHI figures): 


Total oil shipments 576,000 
Less 537,000 

Replacements due 333,000 

Conversions to gas burners 105,000 

Gas furnaces replacing oil 51,000 

Gas boilers replacing oil 21,000 

Lost to electric heat 27,000 
Net gain 39,000 
@ Coal: net loss of 164,000, figured this way: 
Replacements due 176,000 
Stoker shipments 12,000 
Net loss 164,000 


Here’s how OHI figures coal’s net loss of 
164,000 was split up: 
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Oil Gas 
Coal to conversion burners 20,000 43,000 
Coal to furnace units 30,000 18,000 
Coal to boiler units 15,000 20,000 
Coal to floor, wall furnaces none 18,000 
Total 65,000 99,000 


OHI’s estimated distribution of all types of 
heating equipment between old and new homes for 
1958 gives this picture: 


AllHomes Old Homes — New Homes 

% Units % Units % 

Electric 5.5 53,000 4.5 75,000 6.5 
Coal Ss 12,000 1.0 none none 
Oil 24.8 383,000 33.0 193,000 16.6 
Gas 69.2 718,000 61.5 892,000 76.9 
Total 100% 1,166,000 100% 1,160,000 100% 


Here’s a Different Picture 


Distribution division membership, says Charles 
Burkhardt, national secretary of the division, is 
booming. It stands at about 4,300 now and can 
easily reach 5,000 in one or two years. 


New chapters were formed in New Jersey (Fuel 
Merchants Assn.) and in Wisconsin (merger of 
OHI of Wisconsin and Wisconsin Petroleum 
Assn.) during the year. 


New chapters admitted at the convention are 
OHI of Northeastern Indiana, Fort Wayne, and 
Michiana OHI, South Bend, Ind., plus the first 
overseas chapter, OHI of Great Britain. There are 
good chances of new chapters in Florida and the 
Minnesota-North Dakota area. 

Seven new associate members admitted include 
Sun Oil Co. and the Washington office staff of 
National Oil Jobbers Council. 

The division sold over 6.1-million pieces of 
promotional advertising last year. Sales are ex- 
pected to be 9-million to 10-million pieces this 
year and bring in $40,000 more than last. Two 
majors and several independent suppliers now buy 
promotional material from OHI. 

Dealers are being attracted to membership by 
the division’s insurance plans as well as by its 
sales tools: 

e Life insurance coverage went from $12-mil- 
lion to $17-million last year, a gain of more than 
40%. Coverage of $30-million is forecast in two 
years. 

e@ The number of individuals covered by life 
insurance program showed a 22% increase in the 
past year. 

@ The number of companies in hospitalization 
insurance showed a 17% gain last year. 

(Continued on next page) 
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SHELL’s experimental burner and... 


How Oil Heat Can Be Improved 





GULF’s nozzle research show ... 


And here's what heating oil jobbers, burner manufacturers and 
accessory manufacturers can do to make a better oil-heat package 


[ MProvep OIL HEAT is possible if burner and 

accessory manufacturers pick up the ball from 
researchers and if heating oil jobbers boost the 
quality of service and installation work. 

Just what each segment should do was spelled 
out in papers given at the technical symposium 
that has now become a feature of OHI conven- 
tions. Here’s the rundown: 

@ Burner manufacturers: They heard about sev- 
eral new combustion methods and were invited to 
look deeper into them. 

@ Accessory manufacturers: They heard about 
new ideas in nozzle design and operating pump 
pressures that would make oil heat more trouble- 
and service-free. 

e@ Heating oil jobbers: They were advised (1) 
to use greater care in installations and service to 
overcome common faults; (2) to look into the use 
of certain types of additives to control soot forma- 
tion and slow down tank corrosion, and (3) to 
get rid of copper suction lines in underground 
and outside oil storage tanks. 


What’s New in Combustion Methods 


The following significant developments were 
described: 

@ Shell’s experiments with a new-type burner. 

e@ Thermocatalytic combustion, a process de- 
veloped by American Thermocatalytic Corp., 
Mineola, L. I. 

@ The Waller burner (NPN—May, p135). 

@ The Mark Il warm air unit developed and 
being marketed by Iron Fireman of Cleveland 
(NPN, Mar. p111). 

Shell’s Approach—Shell’s experimental unit, a 
small and compact burner (see picture), involves 
air atomization and oil gasification in a fuel-rich 
atmosphere. Controlled amounts of secondary air 


are admitted at fixed points along the combustion 
path, reports William Sullivan, Shell engineer. 

The burner, he says, has shown consistent CO, 
readings of 12%-14% with zero smoke, using 
kerosine, blended No. 2 oil and a 100% cat- 
cracked gas oil blending stock. After eight hours 
of daily use over a year, no carbon deposits were 
found on combuster liner or gasifying tube. 


Sullivan says the burner uses standard parts that 
can be modified easily. Oil and air handling assem- 
bly includes a low-pressure air-oil pump fitted 
with a cam plate modified to deliver from 0.1-0.5 
gph, a small blower with a squirrel-cage fan, and 
standard ignition transformer and electrode assem- 
bly. 

Heart of Shell’s new burner is a combustor sur- 
rounded by an inner shell, which has ports for 
secondary air, and an outer shell. In the test model, 
the combustor was a 10-in. stainless steel cylinder 
with an 8.5-in. inside diameter. 


Atomized oil and primary air are fed into the 
combustor by the air-oil handling assembly. By 
pressurizing the space between the inner and outer 
shell, secondary air is fed to the mixture in the 
inner shell. Atomized fuel, Sullivan says, turns to 
a gas by heat reflected from the combustor walls 
and by contact with the recirculating stream of 
hot gases. With the fuel gasified before it contacts 
the combustor’s inside surfaces, carbon deposits 
are eliminated. 

Sullivan says it takes. about 90 seconds for the 
spark from the electrode to heat up the combustor 
and combustor liner to a temperature that will 
support a stable flame. In tests, it was necessary 
during warm-up to boost air intake slightly by 
mechanical means to avoid flameout. But it can 
be done automatically with a helix, Sullivan says. 


Thermocatalytic Combustion—This combustion 
method uses a catalytic reactor or pyrocore made 
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of porous material, open at the bottom and closed 
at the top, surrounded by a combustion chamber. 

Mixed air-oil from a carburetor passes through 
the pyrocore to burn on the outside of the core, 
helped along by an igniter. 

The combustion chamber can be unhoused for 
radiant-heat systems, water-jacketed for hot-water 
or steam systems, or finned for warm-air systems. 
A secondary heat exchanger, or economizer, can 
be added so flue gases from the combustion cham- 
ber can be used again for heat. 

Laurence Craig, head of the concern that de- 
veloped this combustion method, says from 70%- 
85% of the released heat can be radiated or con- 
vected to the combustion chamber wall and that 
practically all of the remaining heat can be re- 
covered in the economizer. 


What's Recommended for Nozzles 


Nozzle plugging, a main source of service calls, 
can be cut way down if pump pressures are low- 
ered, says B. R. Walsh of Gulf Research and 
Development Co. 

With pressures going below the conventional 
100 psi used in high-pressure burners today, Walsh 
says, larger grooves could be used in nozzle swirl 
stems to reduce plugging. Walsh adds that tests 
show that for a 1-gph nozzle, the groove area could 
be increased 25% if pump pressure was cut to 80 
psi, could be enlarged up to 70% if pressure was 
cut to 60 psi. 

“It appears,” Walsh says, “that nozzles designed 
for 100 psi are not essential for efficient combus- 
tion of No. 2 oil. Use of lower pressure should 
also cut pump wear.” 

Another way to attack nozzle clogging, Walsh 
maintains, is to get rid of close clearances between 
strainer housing and swirl stem and between the 
swirl stem and the body. Gulf’s experimental 1-gph 
nozzles (see pictures) have plenty of clearances 
between these parts. 

Length of grooves in swirl stems also affects 
nozzle clogging, Walsh says. Grooves shouldn’t be 
longer than .020-.030 in. 

Ratio between width and depth of grooves is 
another clogging factor. Tests show, Walsh adds, 
that least plugging results when the ratio is 1:1, 
that is, a square cross section. When a square 
cross section is rounded a bit to a U-shape, sharp 
corners where deposits can build up are eliminated. 


What to Check on Present Burners 


Walsh says field experience with fuel-hungry 
conversion units show that room air is entering 
the furnace through leaks, diluting hot combus- 
tion gases and cutting heat transfer in the furnace. 


Air leaks, Walsh says, were found: 

At the clearance around the air tube. 
Where cleanout doors had warped. 

At unsealed joints between boiler sections. 
At loose firedoors and firedoor frames. 
Where bricks in the floor of the combustion 
chamber were loose. 
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Lab tests showed the difference between leak- 
proof and leaky units, Walsh says. A leakproof 
unit, with air gate set for 9.2% COs, raised the 
temperature of water from 54F to 210F in 34 
minutes. The same unit, with the same air gate 
setting, showed 5.8% CO, when three leaks de- 
veloped. Such a burner took 40.5 minutes to 
raise water temperature to 210F. 

“About 19% less fuel was needed in the first 
burner than in the second,” Walsh says. “Im- 
proved performance cannot be obtained by in- 
stalling efficient equipment in a unit that admits 
air like a sieve.” 

Some poor installation practices often over- 
looked that can cause excessive service calls, 
Walsh says, are: 

e@ End of air tube extending into the com- 
bustion chamber. 

e Air cone improperly positioned inside air 
tube. 

e Flame impingement caused by a nozzle of 
improper spray angle. 


What Good Are Additives? 


It depends on the type of additives you use and 
what you try to do with them, according to L. H. 
Dimpfi of California Research Corp., of Rich- 
mond, Calif. 

Slowing Down Tank Corrosion—Water-soluble 
additives (sodium chromate or sodium nitrite) 
will help cut—not eliminate—tank corrosion. 
Oil-soluble additives won’t help, Dimpfl says. 


The tendency to use lighter-gage steel in tanks 
is a minor factor in tank failures, Dimpfi holds. 
In pitting-type electrolysis, a pit will go to a cer- 
tain depth, he says, and then stop because further 
chemical reaction is checked by its own by- 
products. 

Fighting Electrolysis—“Get rid of copper suc- 
tion lines in underground or outdoor steel oil 
storage tanks,” Dimpfl advises. “Setting up a 
microgalvanometer in the lab,” Dimpfl says, “we 
were able to measure electric currents which can 
remove enough steel to account for tank failure 
in less than a year when a copper suction line 
is used. If the portion of the line inside the tank 
is made of steel instead of copper, there is no 
current flow.” 

Combustion-Improver Additives—Dimpfil con- 
tends that powdered soot remover added to the 
fire box is better than a similar additive put into 
No. 2 oil. Here’s why: 

“If a soot remover is added to a hot fire box, 
the ignition temperature of the soot is lowered to 
600F. Most of the carbon burns off, but that which 
remains requires 900F to ignite. 

“But if the soot is laid down by an oil with a 
combustion-improver additive, this soot has a 
900F ignition temperature because the soot sus- 
ceptible to catalysis has already been burned off. 
Ignition temperature of the remaining soot can’t 
be lowered by the use of more combustion im- 
prover in the oil.” 

(Continued on next page) 
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OHI Convention Report: III 





Upgrading Oil-Heat Installation 


B-58, a standard for good installation procedures, is getting its 


first field test. Policing will be done by Indoor Comfort Bureaus 


IL-HEAT INSTITUTE’s plan for certifying oil- 
heat installations is in the works. Lansing, 
Mich., will be the first test area. 


That’s the big news coming from the directors’ 
meeting at the annual OHI convention, held this 
year in Seattle, Wash. 

To put its B-58 Standard into operation, OHI 
is working with National Warm Air & Air Con- 
ditioning Assn.’s Indoor Comfort Bureau and the 
bureau's “Silver Shield” idea. 


How the Two Plans Fit Together 

Each group wants to do a better installation 
job. Plans of the two groups dovetail like this: 

e@ Through B-58, OHI certifies that oil-heat 
equipment—the package burners—meets industry 
safety standards and OHI equipment performance 
standards. (For conversions, OHI has a B-59 
Standard). 

@ NWAACA’s Silver Shield program guaran- 
tees that heat distribution systems will meet per- 
formance standards of NWAACA’s Guides. 

@ The warm-air oil-heat buyer will be assured 
that the heating equipment and distribution sys- 
tem are installed in keeping with best industry 
practices. The warm-air oil-fired furnace will give 
him the heat he needs, and the distribution sys- 
tem will carry that heat where he needs it. 

B-58 steered clear of guaranteeing performance 
of heat distribution systems, whether warm-air or 
wet-heat systems. At last year’s OHI meeting, 
some oil-heat men felt this omission was a weak- 
ness of B-58. NWAACA’s Silver Shield plugs that 
hole. 

Although B-58 was ready for field testing last 
year, policing installations hadn’t been ironed 
out. OHI had hopes of getting two or three pilot 
programs under way to test several policing meth- 
ods. But the plans didn’t pan out. OHI now has 
an effective policing force in NWAACA’s Indoor 
Comfort Bureaus, which are to be set up locally 
to license heating contractors and warm-air equip- 
ment sellers to use the Silver Shield provided they 
go by the book. Bureaus can revoke Silver Shield 
licenses if shortcut installations are uncovered. 

OHI didn’t have all the troubles;s NWAACA 
had them, too, according to Randall Nelson, 
NWAACA public relations director. “The public,” 
he says, “lacks data on how to buy good heating 
systems. It doesn’t want to buy the components 
and then hope it can find somebody to put them 


together properly.” The combined OHI certifica- 
tion-Silver Shield program fills the void and will 
give oil-heat buyers a chance to choose between 
quality and run-of-the-mill work. 

Promoting Certified Oil Heat 

Charles Burkhardt, national chairman of OHI’s 
distribution division, says that in every area where 
Indoor Comfort Bureaus set up Silver Shield pro- 
grams, OHI will be ready to push OHI-certified 
installations. Newspapers will be the principal 
media, with the division picking up the tab. Re- 
ceipts from the sale of copies of B-58 will be used 
to pay for this advertising program. 

OHI will not tie its ads directly in with Silver 
Shield promotion. Instead, OHI plans to run sep- 
arate ads at the same time and on the same page as 
Silver Shield ads. And OHI won't be talking only 
about warm-air furnaces; the ads will mention 
boiler units, too. 

Lansing is only one area where the OHI-Silver 
Shield program will be pushed. Indoor Comfort 
Bureaus, Nelson says, are being organized in 
Grand Rapids, Cleveland, Philadelphia, Nashville, 
Portland, Ore. More are expected as NWAACA 
members see the value behind the twin-certifica- 
tion idea. 

Outlook for Upgrading Service 

OHI isn’t stopping its upgrading program at the 
installation level. Its education committee wants to 
set up a permanent education plan for burner men. 


First step here will be a one-shot exam for 
burner men. The test will cover controls, pumps, 
instrument testing, Shell heads, draft, nozzles and 
all types of burners. Burner men passing with a 
grade of 80 or higher will get diplomas, wallet 
cards and lapel pins showing they are OHI-cer- 
tified burner mechanics. 

These awards are only the frosting on the cake. 
OHI will look deeply into the exam results to find 
areas in which burner men seem to be weakest. 
Then it plans to come up with an education pro- 
gram to hit those weak points and end up with 
better-trained burner men. 


The one-shot test is only one way OHI plans 
to upgrade burner men. Its film-strip library is 
another tool. About 25% of OHI chapters now 
have complete film libraries and sound-projection 
equipment. Coming up soon will be a new strip 
on combustion testing, the work of Atlantic Re- 
fining Co. and Bacharach Instrument Co. * 
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- YOUR LUSTERLITE 
PORCELAIN ENAMELED SERVICE STATIONS 


Your station design and your company colors are valued trade 
marks. You can combine them with LUSTERLITE’s sparkle, clean- 
liness, and durability...to create the customer appeal that is the 
key to quick, solid success. Remember: your stations are your 
only continuing contact with your customers. And, LUSTERLITE 
stations can be economically re-located if traffic patterns change. 
For actual color samples and photos of existing types and plans, write... 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


USER 


PORCELAIN ENAMELED SERVICE STATIONS 


i 








yoo THE oe SHOCK : CASING Po : PP 


—with an Automatic, High-Speed 
FMC “Non-Shock” Caser 


Now you can case canned oil continuously and 
automatically at highest speed, with maximum 
protection against damage to cans and litho- 
graphing. 

The FMC “Non-Shock” Caser, perfected orig- 
inally for casing delicate, vacuum-packed fruits 
and vegetables, has been widely accepted by the 
oil industry to speed up operations, cut man- 
power requirements, and overcome can damage 
and product loss. 

Complete details are available on request. Ask 
for your copy of our new bulletin No. 701-W on 
“FMC MA&sS Oil Fillers,” too, or call your nearest 
FMC representative. 


NO CAN ELEVATOR REQUIRED 


NO ROLLING OR 
BEAD-TO-BODY IMPACT 


Cans enter the machine 
upright, move smoothly 
along woven wire belt, 
are transferred gently 
to the case. 
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FMC ‘‘Non-Shock"' Caser pays big dividends in high capacity and 
gentle can handling at The Pure Oil Company’s Cincinnati plant. 


Putting ldeas to Work 


FOOD MACHINERY AND CHEMICAL 
CORPORATION 


Canning Machinery Division 
General Sales Offices: 
WESTERN: SAN JOSE, CALIF. « EASTERN: HOOPESTON, ILL. 


’ 

' 

Cans are delivered to ; Fully illustrated ‘‘Non- 
the continuous feed 4 Shock’ Caser Facts 
belt through a 90° ! Bulletin Vol. V No. 1 
twister, avoiding dent- 4 is yours forthe asking. 
ing, spreading of can! Better yet, call your 
i seams and leaking. ' FMC representative 
Scraping and scratch- 4 today for complete in- 
ing of lithographing is ' formation! 

also prevented. : 
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Fuel Oil 


The Heating Season: 
How It Stands Now 


THROUGH mid-April, the 1958-59 
heating season ranged from 9.5% 
colder than last year to more than 11% 
warmer. It ran from 10.6% colder 
than normal to more than 26% 
warmer. 

The U. S. as a whole averaged 
1.4% colder than last year and 1.6% 
colder than normal. 

Here’s the breakdown through April 
18 (C for colder, W for warmer): 


Over 
last Over 

East Coast year Normal 

Boston 417% C 4.07% C 

New York 5.35% C 3.86% C€ 

Philadelphia 0.83% C 3.12% C 

Washington 6.4% W 1.95% W 
Great Lakes 

Buffalo 6.3% C 2.83% C 

Chicago 5.6% C 3.46% C 

Cleveland 3.7% C 2.78% C 

Detroit 6.6% C 3.3% C 

Toronto 9.6% C 2.87% C 
Midwest 

Denver 1.95% C 4.09% W 

Minneapolis 6.17% C 0.98% W 

Omaha 2.86% W 0.7% W 

St. Louis 2.41% C 10.6% C 
West Coast 

San 

Francisco 19.7%W 26.6% W 

Portland 2.49% W 8.93% W 
Southeast 

Birming- 

ham 15.2% W 0.51% W 

Charleston 11.06% W 20.9% C 

Nashville 10.5% W 6.14% C 

Raleigh 10.7% W 5.89% C 


Fuel Oil Memo... 


»Here’s a driver incentive plan that 
increased gallons delivered 30%, with 
three fewer drivers and three fewer 
trucks. It’s reported by Arthur DeBlois, 
Jr., of DeBlois Oil Co., Pawtucket, R. I. 

The company’s labor bill went up 
$450 for the peak winter period, DeBlois 
says, but this was more than offset by 
savings in laying up three 3,000-gal. 
trucks. Where drivers averaged 600 gal. 
per hour per man before the incentive 
plan went into effect, they hit 800 gal. 
per hour per man this past winter. 

DeBlois guarantees drivers 40 hours 
of straight time and 10.5 hours of over- 
time per week for 52 weeks or pays 
them 35 points per gal. delivered, which- 
ever is higher. 
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SOIL KING” 
or Meliabilily and long Life 








Yoodalle Fue 
OIL SUCTION AND DISCHARGE HOSE 


Check with the companies who use it—they'll tell you that “OIL 
KING” handles easier; takes harder punishment; and lasts 
longer in service because its special “Synplastic’® tube is so 
highly impervious to the deteriorating action of oil and gaso- 
line. Replacement costs are lower. 


“OIL KING” specifications include: Smooth Bore—Sizes 4" to 12" 
— Working Pressures to 200 Ibs.—Maximum Lengths of 50 feet. 


“If it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 





HOSE + BELTING + FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODA Li isiion Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO, 


Standard of Quality—Since 1870 
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Report No. 6 on trends in service station lighting 





47 footcandles on service area 
from all-mercury installation 


This new service station had a real problem— it had to have a 
lighting installation that could “live up” to its location. It is 
located on a triangle formed by a busy city street and a main 
feeder highway. Speed limits are 40 mph or better—high-speed 
traffic had to be pulled in to make the station’s night-time 
business profitable. 


Lighting engineers met the problem head-on by putting in an 
outstanding all-mercury lighting installation to make the station 
immediately noticeable from a distance — and considerably 
brighter than the busy intersection. They did the job with two 
1000-watt mercury luminaires mounted on each of the three 
pump islands, and four 1000-watt mercury floodlights around 
the perimeter. 


The all-mercury installation puts an average of 47.5 foot- 
candles illumination on pump islands and surrounding service 
areas. Drives and approaches are lighted by 1000-watt mercury 
floodlights, providing fast-moving traffic with plenty of time to 
slow down and pull in for service. 


Revere Electric Mfg. Co. « 





114 (To obtain more data on advertised products see page 168) 





1. Pump island lighting consists of two Revere No. 7420 
enclosed Alzak aluminum luminaires using 1000-watt C-H15 
color-improved mercury lamps. 


2. Mercury luminaires are mounted at 15 feet on a Revere 
No. 585-12 square tapered pole with Revere No. 821-24 
double-upsweep brackets having a 4-foot offset. 


3. Approach and driveway lighting consists of Revere 
No. 7403-H enclosed Alzak aluminum floodlights mounted at 
24-foot heights on Revere No. 199-G-24 hinged poles. These 
floodlights are directed along the station perimeter with sub- 
stantial amounts of spill light falling on the adjacent street. 


4. Auxiliary lighting to highlight the station building is 
provided by five Revere No. 3281 cluster lights, mounted on 
No. 3246 splice box and No. 3247 2-in. slip-fitter. 


5. Power for the mercury lamps is provided by ten Revere 
No. 1382-KIR constant wattage transformers mounted inside 
the station. 


OUTDOOR LIGHTING 


7420 Lehigh Avenue e 
Long Distance Phone: Niles 7-6060 ¢ Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


Chicago 48, Illinois (In suburban Niles) 


NATIONAL PETROLEUM NEWS ° June, 1959 








MARKETOR 






























TWO-HOSE 


PUMPS AND 
PEDESTALS By 


es TEES AO IE Mt 





... three ways thrifty . . . low first cost; less to maintain; and 
they occupy the least island space of all 48-inch low twins! 
Serve two cars from same island space as a single pump. 


XACTO METER 
Heart of the Marketor 


Fitted with Teflon/graphite, stainless 
steel and other noncorrosive materials. 
Impervious to additives and aromatics 
in modern fuels. Self-adjusting piston 
seals guarantee continuous split-hair 
accuracy. 


Aluminum... 


Nozzle Boots 


Side-mounted housings contain hose 
cable-reels for easier pull, positive 
latchout and smooth, controlled, retrac- 
tion. Nozzle is easier, quicker to holster. 





Compare Island Space Required for all 48” Twins 














BOWSER 16” x 2012” 
Brand “A” 17” x 25” 
Brand “B” 162" x 224%" 
Brand “C” 17” x 23" 


-seeeeessModels for Every Requirement-:----- 


. . . SINGLE-PRODUCT 

Single reading dial 
both sides (model at 
right) or double dials. 
With suction pump or 
pedestal for remote 
pumping. 


... TWO-PRODUCT 
Twin dials on both 
sides (model at top, 
right). . . for premium 
and regular. Pedestal 
only for remote 
pumping. 


Write for “MARKETOR®” catalog data folder ... 


. .- REMOTE PUMPS 
Bowser submerged ex- 
tractable pumps are 
system-matched with 
Siamese MARKETOR® 
pedestals for unex- 
celled remote system 
performance. 


= Reh’ £3 3) Pacer 


MARKETING DIV. - 
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Merchandising 





NEARLY 400 independent jobbers and dealers have joined Frontier’s premium plan. None has dropped out 


How Premiums Work for Frontier 


An independent refiner-marketer that long depended on price discounts, 
Frontier Refining is now turning to premiums. Here’s why and how 


HY" Hoops convinced Frontier Refining Co. 
that premium merchandising at its service 
stations is a big sales and good-will builder. So 
successful were the hoops in a Denver tryout last 
fall, the independent refiner-marketer has now 
extended a premium promotion throughout its 14- 
state area. 

This may be the start of a new premium splurge 
in the Rocky Mountain states. California Co. is 
offering a “record of the week” and a contem- 
porary-design tumbler in Denver. Phillips is of- 
fering tumblers in Cheyenne, Wyo., and Fort 
Collins, Colo. Bay is handling rubber mats at 
Boulder, Colo. Carter started a tumbler promotion 
last month. 

These appear to be test runs. Frontier’s on the 


other hand, is full-blown. It’s making a mark in 
the West. 

Frontier’s “Family Saver” promotion is func- 
tioning at 389 stations. These are spread from Des 
Moines, Iowa, to Boise, Ida., and from Billings, 
Mont., to Farmington, N. Mex. There are 580 
Frontier stations in the area. 

Officials report that over-all gallonage is up 


. more than 8% from a year ago. This can’t be 


attributed entirely to the “Family Saver” program, 
“but it’s been a factor,” says Dale Wright, sales 
promotion and advertising director. 

In addition, say president M. H. (Bud) Robineau 
and Wright, the plan has been especially effective 
in improving supplier-jobber and jobber-dealer 
relations. 
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“The program convinces the jobber that his 
supplier is trying to do something positive for 
him,” Wright says. “It gives the dealer assurance 
that something is happening that will help him 
personally—that the supplier and jobber are with 
him in a joint effort to build his business.” 

For Frontier, premiums are also a switch from 
price discounting. “We don’t want to discount our 
product,” says Wright. “There’s no sense in build- 
ing volume if you have to cut the profit. We feel 
our product is accepted now—people know Fron- 
tier gasoline is good gasoline. So we looked for 
some other area to promote sales.” 

Wright adds: “This self-liquidating promotion 
attracts customers without cutting prices. And we 
feel we’re giving independent operators an inde- 
pendent merchandising program they couldn’t af- 
ford individually.” 

(Frontier gasoline is retailing at about 1¢ be- 
low major brands in most areas.) 

The success of the promotion to date, Wright 
feels, is demonstrated by the fact that “not a single 
station dropped the promotion after a_ three 
months’ trial” in the Denver market early last 
winter. 


How the Promotion Works 


Frontier’s current premium is a Frontier Land 
Tumbler. This is a 16-o0z. frosted glass, bearing 
one of eight scenes from the old West (Gold 
Strike, Gun Battle, Frontier Society). It sells for 
19¢ with each purchase of 10 gal. of gasoline. 
Mailing cartons for sets are available. 

The tumblers were intended to tie in with 
Colorado’s Centennial celebration, but reception 
from jobbers and dealers was so great they were 
rescheduled for the entire area. 


The premium will be handled throughout the 
summer. Frontier’s ad program will concentrate on 
the tumblers. Full-page four-color advertisements 
have been scheduled in metropolitan newspapers 
in the marketing area. There'll be radio and TV 
spots and 475 30-sheet billboards. 

A major vehicle will be the CBS and NBC 
television baseball games that Frontier cosponsors 
over the Denver stations. The 60-second radio 
spots will devote 10 seconds to the Frontier prod- 
uct and 30 seconds to the merchandise premium, 
with a 10-second jingle opening and closing. 

The company’s postage meter will also plug the 
tumblers. Stuffers will be mailed with all invoices. 
Handout material on the drives will include a 
four-color brochure describing the tumblers. Sales- 
men have signs for their station wagons, and all 
dealer stations get point-of-sale kits. 

Small handout material (see illustrations) is 
given to the motorist when he drives into the sta- 
tion. The dealer hands it out at the time he asks 
the motorist what service he needs. While the 
service is performed, the motorist is supposed to 
scan the handout material. 
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STAINLESS 


PIECE PLACE SETTING 


A HANDOUT is given to the customer when he drives in. 
This makes a fast pitch and frees the dealer for service 


This way Frontier feels the sales pitch is fast and 
requires only seconds of the dealer’s time. 

Getting Dealers In—To participate in the Fron- 
tier “Family Saver” program, a dealer must pur- 
chase a double-faced frame driveway sign. It 
comes in sizes costing $10.14 or $15.12. 

“The dealer is required to do this,” Wright says, 
“because we want him to have some of his own 
money in it. He'll take care of the sign and keep 
it working for him if he has some investment in 
it.” Inserts publicizing each different promotion 
are provided by Frontier. 

Dealer participation is achieved by an aggressive 
planned effort of the sales promotion department. 
It starts with jobber meetings. Once the jobbers’ 
cooperation is enlisted, one of Frontier’s sales 
promotion-advertising representatives accompanies 
the sales zone manager and visits the dealer to ex- 
plain the program and get his agreement to partici- 
pate and purchase the drive sign. 

“This arrangement is good,” says Wright. “A 
representative of advertising makes the pitches. 
The jobber salesman catches on to the entire deal 
quickly and after eight or ten calls takes over the 
entire task himself. It greatly aids our communi- 
cation system with field salesmen.” 


Suggestions for improving point-of-sale technique 
are provided in a merchandising letter mailed every 
month to jobbers and dealers. This provides an 
exchange of ideas, tells what individual stations 
are doing, reports in general on how the program’s 
moving. 

Western Tie-In—Heavy emphasis is laid on the 
Western theme in all Frontier’s advertising and 
promotional efforts. “Fastest Gas in the West”— 
a takeoff on the familiar “fastest gun in the West” 
—will be used in TV spot cartoons. 


“Our jobbers and dealers want this western 
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theme. They like our rarin’ horse trademark and 
our name. Especially in our eastern market, they 
demand a western advertising theme,” says Wright. 


Frontier service station personnel are en- 
couraged to wear western string ties, hats, shirts 
and other attire identified with frontier days out 
West. Likewise, Frontier suggests they give silver 
dollars for change and decorate their stations with 
Western displays, such as covered wagons or 
tepees. 

The Frontier Land Tumblers will fit in with the 
western emphasis. They should attract more than 
ordinary interest because of Centennial celebra- 
tions in many parts of the West: Colorado, Oregon, 
Lincoln, Neb., and other western cities and towns. 

Centennial celebrations are expected to bring 
some 10-million summer visitors to Colorado 
alone this year. “We want a piece of the tourist 
business, and these tumblers will be perfect sou- 
venirs from the West,” says Wright. 


What's the Best Premium? 


The best premiums, says Wright, “are those 
that are used daily in the home, like ironing board 
pads and covers, stainless steel ware, glasses, 
steak knives and so on.” 

This point was driven home early last year. 
Frontier had spectacular success with a steak knife 
offer. The steak knives could be bought for 35¢ 
with any gasoline purchase. Frontier dealers sold 
more than 80,000. 


A post-promotion survey in a town of 7,500 
people, Wright says, showed that 25% of the 
homes had purchased at least one steak knife set 
(six to a set). 


Children’s items are good, too, but you have 
to be careful. Frontier’s hula hoops went great 
last September—8,000 at Denver’s 63 stations. 
“If the item’s good children will send their parents 
after it,” says Wright. 

“However, we’re extremely careful with chil- 
dren’s items,” he adds. “Children know what they 
want.” It can be a tricky business guessing what 
will catch on with the kids. “Too many times one 
gets carried away with appealing to kids through 
premiums.” 

Experience so far has convinced Frontier that 
books are poor premiums. Only 3,000 Webster’s 
dictionaries (88¢) moved last October. 

“Books are heavy, not individually boxed,” says 
Wright. “People handle them and get them dirty 
at the station. 

“Supermarkets in this area lean to books and 
offer the same premium. Since a dictionary’s a 
dictionary and an encyclopedia’s an encyclopedia, 
you can’t establish exclusivity. 

“When you use premiums, you must scout the 
entire market—not just your gasoline competition 
—before selecting one. Your premium is your 


traffic builder, and, of course, your advertising 
investment. If some large supermarket or other 
store has a similar item, it hurts you,” Wright says. 


Frontier offered boxes of Christmas wrapping 
paper ($1.29) last November and sold more than 
10,000 in a month. 


How long?—After a short period of changing 
premiums every month, Frontier decided to offer 
each item longer. This was urged by dealers. They 
also wanted continuity items instead of one-shot 
deals. 


So beginning Jan. 15, Frontier handled a four- 
piece set of stainless steel (knife, fork, spoon and 
soup spoon) for $1.15. This lasted four months. 

Once a premium’s been given its big push, new 
dealers aren’t allowed into the plan until the next 
premium is ready. When Frontier hits the public 
with its advertising, each dealer feels the impact. 
If a dealer came on in the middle without special 
advertising, he might be discouraged. He might 
quit, and that’s exactly what Frontier wants to 
avoid. 

Frontier also steers away from multiple items. 
Last October it offered (besides dictionaries) en- 
cyclopedias and ironing board covers. This tended 
to spread promotion for each premium too thin. 

Longer periods help advertising, too. “By ex- 
tending the period,” says Wright, “the advertis- 
ing has a better chance of taking hold.” 


Exclusivity: a Must — “Obtaining exclusive 
rights to the particular brand of the merchandise 
premium is vital,” Wright says. He cites the stain- 
less steel (Wallace) as an example. 

Frontier gets its merchandise from Koller and 
Co., Denver independent premium and prize 
merchandise distributor. The firm guarantees sales. 
Any unsold merchandise is taken back at no cost 
to Frontier dealers. 


Koller operates warehouses at Omaha and Salt 
Lake City and is able to supply any Frontier sta- 
tion in a day or two. All warehousing is handled 
by Koller, and it’s not necessary for stations to 
keep large supplies of premiums on hand. 

Koller has no similar deals with other oil com- 
panies. He also handles Frontier’s Platinum 
trading stamp redemptions, so Frontier has an ex- 
clusive deal for its marketing area. 

Premiums vs. Giveaways—Frontier officials are 
convinced self-liquidating premiums are “far supe- 
rior to a giveaway.” 

Says Wright: 

“A giveaway cuts right into the dealer’s profits. 
We're not in the business to do that. Giveaways 
damage markets and quite often trigger price wars. 

“If a customer spends some of his own money 
for a premium, he places a higher value on it. 
Likewise, a dealer with an investment in merchan- 
dise is more aware of its presence and tries to 
move it. 

“We want our dealers to make money. They 
can’t do it with giveaways. As long as their profits 
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are up—we’ve got a happy dealer. And a happy 
dealer is the best advertising an independent oil 
company can have. 


“Giveaways have to be low-cost, and we ques- 
tion if the value is great enough to break a few 
customers away from our competitors. 

“Giveaways are effective only during grand 
openings to get a station going. 

“Giveaways for sagging gallonage help, but only 
temporarily or as long as the dealer wants to cut 
into his profit. Anyone will come—but how long 
can little independent jobbers and dealers afford 
them?” 


How Premiums Pay Off 


The purpose of the premiums, says Wright, “is 
to entice the customer into our station. Once he’s 
there, the product will sell itself. 

“The customer, after he uses Frontier’s prod- 
ucts, knows it'll perform, so we don’t need to 
spend all our advertising and promotion effort on 
worn-out pitches about additives or other technical 
properties. The average customer doesn’t under- 
stand them anyway.” 


Premium promotion has solid values that can’t 


be measured by gallonage, Wright’s convinced. 


“There’s a psychological boost for dealers when 
they receive the merchandise and the promotion 
material,” he says. “They feel right then that some- 
thing is happening. When they put up the signs 
and display the merchandise, they likewise clean 
up the station and brighten up their drives. 

“It creates an awareness of the supplier’s and 
jobber’s interest in the dealer. He responds by 
trying to do his job better. He knows that if the 
customer once comes into his drive, the chances 
of holding him are good if he does his job. Like- 
wise, he knows that Frontier’s advertising is help- 


ing him.” 


The program’s cost to Frontier is difficult to 
determine since the company’s efforts are inte- 
grated with all of its sales promotion-advertising 


activities. 


The dealer makes about 10% on each premium 
sale. This covers his costs and time in handling 
and provides an incentive for him to push pre- 


miums. 


Jobbers and dealers are behind Frontier’s plan, 
says Wright. None of the nearly 400 independent 
jobbers and dealers participating has dropped 


out. 





The Western Petrochemical 
Corporation 


has acquired the assets of 


Warwick Wax Company, Inc. 


formerly a subsidiary of 


Sun Chemical Corporation 


The organization of the new corporation and the above 
acquisition were arranged by the undersigned. 


G. H. WALKER & CO. 


EsTABLISHED 1900 


Members New York Stock Exchange 


ONE WALL STREET, NEW YORK 5, N. Y. 


Sr.Lovis Bricerorr HartForpD WHITE PLAINS PROVIDENCE 











“AMALIE is synonymous 
with SUCCESS 


in our business!” 
CH.S 


Shaffer Oil Company 


Shaffer Oil Company is 
a leading wholesale 
distributer in the Char- 
leston, 
where 
in 1945 


(above) C. K. Shaf- 
fer, President, Shaffer 
Oil Company, Char- 


leston ~ Va. 

The Shaffer Oil Com- 
pany is shown at the 
ie 


. Shatter: “As a major distributor of auto- 
pms sxoptien, AMALIE Motor Oils and Lubricants 
have been our leader, since establishing our business 
in 1945. 

“We feel that the wonderful cooperation we have had 
from the AMALIE personnel plus their excellent 
products have really added up to the success of our 
business.” 

The AMALIE line has an impressive group of ex- 
clusive sales features offered by no other brand of 
Pennsylvania Oil products. You'll deal with motor 
specialists who insist on the best and are willing to 
pay for it. And with AMALIE Pennsylvania Oil 
identification on your truck, they'll know YOU have 
the best! 

Your territory as a rich potential market for the 
easy-selling AMALIE quality line—write for com- 
plete details of the profitable AMALIE franchise. 


AMALIE DIVISION, L. Sonneborn Sons, Inc., Franklin, Pa. 


Send 
this e 


Coupon 
Today! 


AMALIE DIVISION, L. Sonneborn Sons, Inc., Franklin, Pa. 
Please see me immediately regarding the profitable 
AMALIE proposition. 


Name 
Address 
City , oceeu ae State 


(To obtain more data on advertised products see page 168) 





NEW_THINKING 


THIS SALE 


TOTAL GALLONS N e e ° 


PRICE PER GALLON 


lo) ) @ 


faar-lel- meh 
VEEDER-ROOT 


Lite is made easier for the man at the pump (and his 
customer, too)... by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle ... Fewer parts for easier, faster maintenance 

... More protection for totalizers . . . Larger figures 
and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root's continuous 
effort to make the ‘‘Head for Figures’’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root . . . where the 
objective of every working day is to help the gasoline 
pump industry render better, more dependable service. 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. * Greenville, S.C. 
Chicago * New York * Los Angeles 
San Francisco « Montreal 
Offices and Agents in Principal Cities 


Veever-Roor 


“THE NAME THAT COUNTS” 
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Merchandising 





Making Them Looks-Conscious 


Union Oil spring promotion 
features ‘Sparkle Plan’ 


for sprucing up stations 


THIS MONTH Union Oil of California is 
winding up the main phase of a spring pro- 
motion with a new twist. It’s a heavily pro- 
moted inspection program called the “Sparkle 
Plan,” on which Union Oil is spending an 
estimated $100,000. 

The immediate objective is to encourage 
dealers to become more appearance-conscious. 
Behind that is the premise that clean, neat 
Stations attract extra trade. 

How It Works—Focal point of the program 
is a cadre of inspectors called the “sparkle 
corps,” composed of 10 women and seven 
men. 

The inspector is instructed to judge a sta- 
tion from a motorist’s viewpoint, giving up to 
100 points in these five categories: sales room 
(20 points), lubrication and service bays (12 
points), exterior and yard (28 points), uni- 
forms and appearance of personnel (8 points) 
and rest rooms (32 points). 

A dealer who scores 95 or better wins a 
“certificate of excellence.” A score of 90 to 
94 brings a “certificate of merit.” 

Union Oil is giving 2,000 prizes to high- 
scoring dealers. First prize is a new uniform 
and a $25 savings bond. Second prize is a 
new uniform. Eighty-five firsi prizes are 
awarded each week to dealers in the top- 
scoring bracket and 85 second prizes to those 
in the 90-95 category. 

During the first four weeks, there were 
4,080 inspections, with each station checked 
at least once. Certificates went to 1,447 
dealers for scores of 90 or better. Of those, 
about 5% had 100, says Union. 

Plan Evaluation—Union plans to keep the 
male inspectors on permanently. It will evalu- 
ate the project featuring women inspectors to 
determine whether to make it permanent, an 
occasional campaign or a one-shot promotion. 

The women are paid $25- a day and ex- 
penses. Requirements were that they be col- 
lege graduates, attractive, poised and per- 
sonable. The men are marketing trainees, 
paid on the basis of their seniority. 

The estimated cost of $100,000 covers ad- 
vertising, prizes, salaries and expenses. 

Sharper Stations—Dealers have come to re- 
gard this as a competitive game, reports C. 
Haines Finnell, general sales manager for re- 
tail sales. This has led to improvements in 
station appearance. “The enthusiasm of the 
dealers outstrips the imagination,” says Fin- 
nell. A sharp rise in high scores was noted 
after the first few days. 

This campaign underlines the importance 
Union attaches to station appearance. The 
company already has a national reputation 
for its sharp-looking outlets. 
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Merchandising 





Cars, Anyone? 


Cadillac giveaways are 
the latest Rockies fad 


THEY MUST LIKE Cadillacs in the 
Rockies area, Bay Petroleum is hand- 
ing out four in May and June; Conti- 
nental Oil has just finished its second 
annual “Cadillac full of cash” promo- 
tion (first prize: the car and $10,000). 

Conoco’s contest involves complet- 
ing a jingle, filed when you buy an oil 
change. There are’ 112 runner-up 
prizes and 12 extra bonuses of $1,000. 

Bay’s giveaway is strictly a draw- 
ing. Entry blanks are available at Bay 
stations and you mail them in. Bay 
says this “does away with the pro- 
fessional contest experts who hold 
the edge in any jingle-writing event.” 

The contests overlap in only five 
States. Bay’s covers 500 stations in 
Colorado, New Mexico, Wyoming, 


Denver Benefit Smashes a Record 


A BENEFIT DAY for a murdered Denver dealer racked up 13,000 gal.—a 
city record, All profits went to the family of George Eaton, 32, bludgeoned to 
death with a steel bar by a bandit who escaped with $40. Eaton, who had 
tuberculosis, had no insurance. 

Nearly 50 employes from the marketing departments of 11 oil companies 
donated their services to the benefit, held from 7 a.m. to midnight at Pat’s 
Standard Service Station. Operator Pat Zanza says he sells about 500 gal. on 
a normal day. 

Standard delivered all gasoline at cost, enabling the station to show a profit 
of about 10¢ gal. Motorists and merchants contributed an additional $1,255. 


Kansas and part of Utah. Nebraska 
prohibits such contests. Conoco’s 
covered 8,687 branded stations in 27 
states. 

Bay’s drawings are conducted about 
every two weeks in Denver. Civic 
leaders not connected with the oil 
industry are doing the drawing. 


Outdoor Living 


Southern marketer finds 
it pays off in publicity 
VACATION SEASON means money 


in the bank to oil marketers—as 
Conoco marketer Ralph Pendergraft 
discovered when he tied into Station 
Wagon Week in Jackson, Miss. 

Pendergraft’s company, Pender- 
graft & Williford, splits two weekly 
TV shows with banking institutions 
and runs 55 spots weekly on three 
radio stations. (The Conoco brand is 
also plugged on a daily radio news- 
cast.) When a Jackson department 
store and Ford dealership got together 
on a Station Wagon Week, Pender- 
graft cooperated by mentioning it on 
his radio and TV shows. He also put 
a Conoco-branded Bennett lowboy 
pump at the doors of the department 
store and the Ford showroom, and 
worked Conoco oil cans into show 
windows and floor displays. 

Pendergraft & Williford also do- 
nated 500 gal. gasoline and seven oil 
changes to a grand-prize drawing. 

Pendergraft says the publicity alone 
made the promotion worthwhile. 
Over-all, business is up 29% over last 
year, attributed to “good, hard promo- 
tion and advertising.” 


122 








Merchandising Memos. . . 





»S&H has agreed to stop quoting the 
U.S. Agriculture Dept. as endorsing 
trading stamps. The department says 
S&H’s ads (“U.S. government con- 
firms—trading stamps savers can 
come out dollars ahead”) are only 
excerpts, leaving out qualifying points 
in a recent department study (NPN— 
March, p138). The department says 
it doesn’t endorse stamps either di- 
rectly or by implication. 


»Garden promotions are busting out 
all over. Royalite Oil Co., Ltd., for 
instance, is offering motorists a four- 
yard length of “magic carpet”— a 
seed-filled fabric mat claimed to pro- 
duce bevies of beautiful flowers on a 
mere %-in. of topsoil. Along with 
that, Royalite offers a complete spring 
car spruce-up for $4.99. 

Royalite says of the mats, “You'll 
find they’re the biggest thing in gar- 
dening since the invention of the 
green thumb.” Some amateur garden- 
ers who tried similar mats last sum- 
mer found otherwise, it’s reported. 

Sticking to more conservative lines, 
Crown Central Petroleum Corp. is 
going after gardeners with a _ tool 
giveaway. 


Moly grease (NPN—Oct. °58, p127) 
is getting a two-month trial from 
Frontier Refining Co. in Greeley, 
Colo. The idea is to use a small mar- 
ket area (one newspaper, two radio 
stations, half a dozen Frontier out- 
lets) to find out how well the public 
responds to straight grease promotions 
—and what the effect is on station 


sales. The manufacturer, Climax 
Molybdenum, hopes the results will 
provide some strong sales ammunition 
to use on oil companies. 


®&A Ford TV commercial on Wagon 
Train is designed to show that rear- 
engined cars, “other than the very 
smallest,” have less stability and con- 
trol than conventional cars. Target 
of the ad is conceded to be Chev- 
rolet’s upcoming small car (see page 
95). Kicker: the car won’t be on the 
market until fall, and its existence 
hasn’t yet been admitted by General 
Motors officials. 


> Auto trip insurance may be in line 
for a boom. Insuratrip, Inc., a six- 
month-old Charlotte, N.C. firm, now 
operates in four states and has ap- 
plied for permission to operate in 30 
more. Insuratrip hangs out its sign 
at service stations, where motorists 
telephone a designated local agent 
and buy daily coverage for 25¢ per 
$2,500. Payment is made through a 
coinbox and the agent mails the policy 
to the beneficiary. 


Double play: Pure Oil dealers in 
Memphis, Tenn., are giving away a 
ticket to a Memphis Chicks ball game 
with every 10-gal. purchase. (Cus- 
tomers pay a 50¢ service charge to 
get into the game). The deal, worked 
out with the Chicks by Pure area 
manager Paul Graves, is designed to 
help Pure gallonage and Chicks at- 
tendance in one shot. 
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Lion Expands 


Monsanto's oil division 
comes ‘home’ to St. Louis 


LION OIL CO. moved into the hotly 
competitive St. Louis market last 
month—under the protective mantle 
of its giant parent, Monsanto Chemi- 
cal Co., which headquarters there. 

In full-page newspaper ads an- 
nouncing Lion gasolines and oils, the 
company pointed out that “Monsanto 
and its 6,000 employes in the St. 
Louis area take pleasure in welcom- 
ing [Lion] to this community.” 

Two veteran St. Louis marketers, 
M. H. (Mack) Mandel and Edward F. 
Pohrer, have formed Midland Oil Co. 
to distribute Lion products in the five- 
county greater St. Louis area. 

John H. (Son) Sheehan, marketing 
director of Lion, says first-year plans 
call for 20-25 new stations in addi- 
tion to 15 garage and parking lot out- 
lets already controlled by Mandel and 
Pohrer. “Eventually we plan to cover 
the St. Louis area like a blanket,” says 
Sheehan. 

Plans call for a small Monsanto 
sign to be placed on each station site 
to stress the connection between 
Monsanto and Lion. 


Selling by Air 


Radiois one key element 
in private brand success 


STRONG RADIO advertising helps 
private branders offset the lack of a 
corporate image or national ads. 

That’s the theme of a new package 
of case histories from Radio Adver- 
tising Bureau, Inc. Samples: 

e Martin Oil Co. estimates it now 
has the highest per-station sales in 
the Chicago market, credits this to 
“60% of our budget in radio.” Mar- 
tin takes up to 40 announcements a 
week, plus newscasts, on a single sta- 
tion. During peak times, it uses simi- 
lar schedules on 10 stations. 

e Mars Oil Co., St. Louis, has put 
100% of its budget into radio for 
four years. It places up to 140 spots 
seven days a week, concentrates its 
saturation technique on one station 
per market, buying all hours. 

e Clark Oil & Refining Corp. puts 
90%-95% of its budget into radio, 
airs the Milwaukee Braves on a 40- 
station regional network. Sales have 
nearly doubled in four years, says 
Clark. 
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ISLAND OIL DISPLAY SPURS"ADD QUART’ SALES 


BENNETT OIL MERCHANDISER 
PUTS OIL OUT ON THE ISLAND—WHERE SALES ARE MADE 


Merchandisers multiply"add quart”sales, by 
reminding motorists and salesmen to check 
their oil. They save attendants’ time and 
steps, too. 

Empty can and drip receptacle keeps the 
island neat. Panel lock ends pilferage — no 
need to move the merchandiser when the sta- 
tion closes. Illuminated sign available for 
added sales impact. Handsome styling and 
rugged construction make Bennett’s Oil 
Merchandiser a long-term profit producer. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION + MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnivea * Vancouver 








REFRESHMENT PAU0 


designed to house vending machines 


REFRESHMENT 


Oo 
10 
U Make Your Vending Machine Operation More Profitable 


6 FT. UNIT 


REFRESHMENT Prise 








The Refreshment Patio is designed to place your vending 
\@) albienied ; : ‘ 
‘a machines in an attractive setting and protect them from 
_ [) the weather, It eliminates clutter, builds good will and 
{ provides better self-service. 
12 FT. UNIT 





























It will maintain its handsome appearance and give 
years of satisfactory service because it is made of 
steel with a baked on enamel finish. 


REF Re aHmaent Prades aR 


ie) 




















ll U [] The Refreshment Patio is available in 6 foot 
sections in a choice of colors, Buy 6 - 12 - 18 - 24 
feet or any length you need. Easily erected. 
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18 FT. UNIT 
































- Write for full information, today P 











24 FT. UNIT tae geo wis 
MODERN METAL PRODUCTS COMPANY 


BOX 1798, GREENSBORO, N. C. a WEST COAST ADDRESS, BOX 691, SAN JOSE, CALIF. 
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2,000,000-MILE ROAD TEST PROVES 


Molysultide . 


CHASSIS GREASE 


REDUCES WEAR 


... gives you ammunition you can use — your customers will understand! 








UNIVERSAL JOINTS- 
30%, LESS WEAR 
WITH "MOLY “GREASE 


BALL JOINTS- 
26% LESS WEAR 
WITH “MOLY “GREASE 




















As we all know, the function of a grease is to reduce 
wear (though we don’t always look at it that way). 
And your customers experience wear in the form of 
squeaks .. . rattles . .. premature replacement of front 
end parts. Molysulfide chassis grease is the best wear- 
reducer yet! Here’s proof... 

A two-year, 2,000,000-mile road test recently com- 
pleted by an independent research organization showed 
beyond question that Molysulfide chassis grease reduces 
parts wear on automobiles! Details of this test and its 
results are yours for the asking. 





In 2-year, 2,000,000-mile test, 
wear on critical parts lubricated 
STEERING COMPONENTS- | With Molysulfide chassis grease 

38% LESS WEAR was compared with wear for 
WITH “MOLY”GREASE those lubricated with a conven- 
tional premium grease. Figures 
shown in the illustration are 
combined averages for Fords. 














Wear Reduction Sells Grease 

Here’s ammunition you can use! You can promote the 
proved wear-reducing customer benefits of Molysulfide 
grease — in terms the motorist understands: Easier 
steering .. . like-new ride . . . less squeaks. And you can 
back them up with solid proof! 

And once your customers actually experience these 
benefits — the record shows they come back again and 
again — ESPECIALLY THE WOMEN! They return for gas, 
for oil, for TBA ... and for sure for another Molysulfide 
grease job! 


CLIMAX MOLYBDENUM 


A DIVISION OF AMERICAN METAL CLIMAX, INC. 
500 Fifth Avenue, New York 36, N. Y. 


Read how one major oil company used Molysulfide chassis grease to promote service sta- 
tion sales. Write for your copy of: “‘Moly"’ Grease Brings More Business to Service Stations. 
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Bulk Plants and Terminals 
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Congestion and lost time were always _— here 
How Mobil Oil Got Rid of 


With practically no waiting line anymore, officials can hardly believe 
throughput is up 50%. And the terminal's ready for twice the business 


N™ LOADING BAYS for trucks and transports 
are solving many problems for Mobil Oil at 
its Springfield, Mass., terminal. Among them: 


e@ Yard and rack congestion. 

e@ Time lost in slow loading. 

@ Driver traffic: rack to office to rack. 

In addition, the new facilities give Mobil: 

e Higher plant throughput. 

e@ Lower plant operating costs. 

To achieve all this, Mobil Oil purchased more 
land for its pipeline terminal, ripped out two load- 
ing racks built years ago, built a multi-bay load- 
ing dock in a new position for better traffic flow, 
and raised pumping speeds. 

Loading facilities at the plant dated back to 
the late 1920s. Trucks and transports loaded in 
front of the main gate at an island-type rack set at 
right angles to the street. 

Four loading arms on one side of the rack 
handled No. 2 oil, kerosine and two grades of 
gasoline. Six arms on the other side handled the 
same products, with two arms for each grade 
of gasoline and one each for the distillates. 

Later, as traffic at the plant increased, Mobil 
added a second rack with four loading arms, one 
each for No. 2, kerosine, diesel and solvent. This 
rack was located at one side of the yard but 
parallel to the main street. 

“These facilities,’ says terminal superintendent 


Sam Fuller, “weren’t bad for their day. But as 
carrying capacities went up and trucks became 
longer, and as transports entered the picture,” 
Fuller says, “there were many times when only one 
truck or transport could load at each bay.” Load- 
ing facilities originally designed to handle six 
trucks at once could handle only half that number 
in peak periods. 

“That was the beginning of congestion in the 
yard,” Fuller says. 

Slow loading speeds added to the congestion 
under the rack. Pumping speeds, like the loading 
bays, were considered adequate for small trucks. 
One truck could be loaded at 320 gpm, two trucks 
at 275 gpm each, and three trucks at 220 gpm 
each. 

“Although pump output 
per minute was up,” Fuller 
says, “filling the larger 
trucks took time. When we 
had a real cold snap and 
had fuel oil trucks lined up 
to get to the rack, it took 
about 40 minutes to get a 
truck in and out of the 
yard.” And with only gaso- 
line loading arms equipped 
with submerged (deep-load- 
ing) fillpipes, fuel oil trucks 
took more time in topping 

SAM FULLER off. 
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AFTER New loading bays and a bigger yard eliminate jams 


a Costly Terminal Bottleneck 


Other factors added to yard and rack conges- 
tion. With the island-type rack and auxiliary rack 
at right angles to the street, and with only one gate 
for in and out traffic, drivers had to turn their 
trucks around either before they loaded or after- 
wards. At first, with the small trucks, this wasn’t 
much of a problem. But bigger trucks and trans- 
ports remained in the yard too long. 

Besides, part of the yard was used to park plant 
employes’ cars. This cut down maneuvering room 
for trucks. 

Handling loading tickets added to the time a 
truck was in the yard. Drivers picked up tickets 
at the office, had to return them to the office when 
the trucks were loaded. “It’s only natural for 
drivers coming into the office to stop and talk with 
someone,” Fuller adds. 


Lost time in peak periods, Fuller figures, ran 
between 12 and 15 hours a day. “Drivers would 
complain about having to wait so long. So would 
the distributors who used the plant. And if you 
figure driver and truck time at about $6 per hour, 
it added up to real money at the end of a day.” 


The Changes Mobil Made 


More than two years ago Mobil did a rebuild- 
ing job at Springfield. For an undisclosed sum 
(one estimate is $250,000, but Mobil is mum), 
this is what the company did: 

e@ Enlarged the yard. Mobil bought a 100x200- 
ft. parcel next to the terminal and turned it into 
an employe car parking area. This removed the 
cars parked around the old rack area and, in 
effect, enlarged the yard. 
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@ Built an eight-bay rack of low-level design in 
the enlarged yard area, put it parallel to the street, 
added a gate, and wound up with a drive-through 
yard. This eliminated all backing of trucks to turn 
them around. Drivers enter at one gate, get under 
the fillpipe, drive off when trucks are loaded. 


e@ Built for the future. Each bay has room for 
three loading spots. Some bays have that many, 
some don’t. Actually Mobil can add six more 
loading arms at five bays. Piping is already under 
the yard drive. Then Mobil can, whenever neces- 
sary, extend the rack by adding two more bays 
with three or four arms at each. That piping is in 
the ground, too. 

e@ Put in larger-diameter piping, bigger-capacity 
pumps and meters; added deep-loading arms at all 
distillate spots. 

Mobil now handles all driver-terminal business 
at the rack. Drivers used to pick up pre-stamped 
meter tickets at the yard office before they loaded, 
return the office copy after they loaded. With the 
new setup, driver traffic to and from the terminal 
office has been eliminated. 

Mobil also handles products it didn’t handle at 
the old racks. Mobil’s new rack has loading spots 
for a second grade of solvent and for 80-octane 
avgas sold by a private airport. 

Although the new rack has the same number of 
gasoline, diesel, and kerosine loading spots as the 
old rack had, and only two more No. 2 oil spots 
than the old rack, eight trucks instead of three 
can be loaded at one time. That’s a 166% im- 
provement over former facilities. With gasoline 
and distillate loading done in separate bays, the 





Bulk Plants and Terminals 





LOW-LEVEL RACK: Easy to use, costs less to maintain. 


(Begins on page 126) 
chance of loading the wrong product is lessened. 


Loading speeds at the new rack are three to 
five times faster than before. 

Two gasoline spots can deliver 900 gpm to 
transports through 8-in. lines from storage to the 
rack, through 6-in. meters and 4-in. loading arms. 
Four other gasoline spots can deliver 600 gpm 
through the same-size lines and loading arms but 
4-in. meters. 

One No. 2 oil spot, bringing product from stor- 
age to rack through a 10-in. line, can deliver 1,000 
gpm through a 6-in. meter and a 4-in. loading 
arm. (Until Mobil readjusted the flow regulator 
on this line, it was loading at 850 gpm.) Four 
other fuel oil spots deliver 600 gpm through 4-in. 
meters and 4-in. loading arms. 


Kerosine, using an 8-in. line from storage to 
the rack, ‘can flow into trucks at 600 gpm at any 
of three spots, passing through a 4-in. meter and 
loading arm. 


On each grade of gasoline, Mobil uses a Worth- 
ington DZ 254 pump hooked to a 40-hp. Master 
Electric Co. motor. On its fuel oil lines, Mobil 
has two Ingersoll-Rand 6RVL-50 pumps turned 
by 50-hp. Type K General Electric motors. It also 
has a battery of eight WR71D Commercial Filters 
Corp. oil filters. Fuel oil pumps are controlled by 
a Fisher & Porter Co. Flowrator. When more 
than two trucks draw product, the Flowrator starts 
up the second pump. On the kerosine line, Mobil 
uses a DNE104 Worthington pump and a 40-hp. 
Master motor. 

Rack equipment includes A. O. Smith’s Type E 
strainers, A. O. Smith’s S50 4-in. meters and S75 
6-in. meters, all with ticket printing heads, and 
OPW’s 2750 loading arms. Ticket printers are 
angled upward 45 degrees so the driver on top of 
the truck can see them readily. 

Crouse-Hinds start-stop pushbuttons control gas- 
oline and kerosine pumps from each bay. Fuel 
oil pumps start automatically when the valve at the 
end of the loading arm is opened. 


How Mobil Figures Payout 


Everything Mobil did at Springfield saves time. 
Trucks and drivers can now get in and out of the 
yard within nine minutes. 

Some improvements save both time and main- 
tenance. The low-level design of each bay, with all 
equipment at either ground level or waist level, does 
both. This design eliminates the loading rack plat- 
form. A driver doesn’t have to climb up a flight 
of stairs before he can load his truck. And once 
his truck is loaded, he doesn’t have to walk to one 
end of the platform to get back to his truck. 

Doing without platforms, Mobil saved some 
money in first costs. And it didn’t have to use 
risers to get meters up to the platform level. 

Mobil saves on maintenance in two ways: (1) 
There aren’t any platforms to maintain, and (2) 
mounting meters closer to the ground is easier on 
the equipment. “With less pipe going up in the 
air, you have less vibration on meters, ticket print- 
ers and other components. When the pumps are 
shut off, backlash is less,” Fuller says. 


Mobil has other ways of figuring out the pay- 
out of its rebuilt Springfield loading facilities. The 
24-hour throughput record of the new rack is 
about 50% higher than it was at the old racks. 
“We did it without any strain,” Fuller says, “and 
it wouldn’t have been physically possible to put 
out that much product with the old rack.” 

It will be a long time before the Springfield 
plant needs another major rebuilding project. The 
new throughput record is about 50% of the rack’s 
potential. In other words, plant throughput almost 
has to double before any other work needs to be 
done at the plant. 


With better facilities to handle trucks and better 
truck loading speeds, Mobil has attracted new 
customers to the plant. About one-third of the 
plant’s annual throughput goes to jobbers and dis- 
tributors. “We’ve felt a definite improvement in 
our relations with our customers,” Fuller says. 
“We no longer hear them complaining about the 
time they lose coming into our plant.” 

Mobil’s relations with its own employes are 
much better. “We don’t have the gripes from drivers 
we used to,” Fuller. adds. 


It means more business for Mobil. Annual retail 
gallonage put through the terminal has increased 
6.6% since the new rack went into operation. 


It means more efficient operations. “The cost 
per gal. of operating the plant is down nearly 7%,” 
Fuller says, “and this is in spite of higher salaries 
and higher truck operating costs.” 


Daily operations at the revamped terminal are 
getting to be routine, but terminal officials aren’t 
entirely adjusted to the change. “Because we never 
see many trucks waiting in line to get under the 
rack, we think we aren’t doing the business we 
used to,” Fuller says. “We have to look at the 
books to convince ourselves that we’re putting 
out more product than ever before.” 
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Gorman-Rupp Model 06C-G Pump 
with integral split shaft P.T.O. for 
mounting in drive shaft of vehicle. 
Capacities up to 800 GPM @ 125 psi. 







Unique FDF Fueling-Defueling Valve 
provides single control for both 
operations. Flow rates to 1200 GPM. 













Highly efficient eductor for systems 
using the eductor defueling principle. | 





GORMAN-RUPP 
FUEL HANDLING EQUIPMENT 


for faster, easier fueling and defueling 


Sales literature « Engineering information available © Factory inquiries invited 


THE GORMAN-RUPP COMPANY 


305 Bowman Street Mansfield, Ohio 
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HERE’S THE WAY TO... 


LOAD FASTER... 













Faster loading of truck transports can be achieved 
with drive-through loading racks and Rockwell remote, 
meter-controlled pumping 


How this better meter system works 


Each ticket printing register in the meter gallonage dispensed by the meter is ac- 
house (above) is electrically synchronized — curately recorded and printed under the 
to the register of a Rockwell Rotocycle _finger-tip control of the meter house 
meter on the loading rack. Hence, all supervisor. 


ROCKWELL REMOTE REGISTRATION 
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reduce operating costs 


When a terminal is modernized or a 
new terminal constructed, many cost- 
conscious oil company officials are recog- 
nizing these facts: (a) that drive-through 
loading racks with centralized control 
simplify truck spotting; (b) that larger 
pipes and faster pumps save loading time; 
and (c) that Rockwell remote registration 
meter systems speed deliveries, simplify 
accounting and guard security. 


How trucks are 
loaded and speeded 
on their way 


When a driver arrives at the terminal, 
he is told over the intercom system which 
loading rack he is to use. He then sends 
the ticket from his previous delivery to 
the meter house via pneumatic tube. His 
truck is loaded by a remote controlled 
Rockwell register at the meter house and 
the metered ticket for the next delivery 
is sent back by tube. There are no em- 
ployees at the loading rack except the driv- 
ers. All flow is regulated via automatic 
shutoff devices from the meter house. 


You, too, 
can benefit from 
remote registration 
The Rockwell system of remote regis- 
tration and control is in active use at 
many terminals. Its effectiveness has been 
proved; its economies charted. For full 


details write Rockwell Manufacturing 
Company, Pittsburgh 8, Pa. 


METER SYSTEM 
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BIGGER PIPES, running symmetrically from storage tanks 


to pumps, boost loading speed. These lines are controlled 
by Rockwell-Nordstrom valves. 





ROCKWELL ROTOCYCLE METERS jin loading bay dis- 
patch measurement to corresponding printing registers 
in meter house. Registers atop these meters are for 
check purposes only. 


ROTOCYCLE METERS 


another fine product by © 


ROCKWELL 
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VICE PRESIDENT George J. Gregor (in uniform and tie) has reshaped dealer recruitment and training . . . 


How Magnolia Is Fighting 


NE OF THE SOUTHWEST’S pioneers of oil mar- 

keting has taken on a new look. Once among 

the top market leaders in Texas but long dormant, 

Magnolia Petroleum Co. is showing signs of ag- 
gressiveness again. 

On the surface, some of the things the Flying 
Red Horsemen in Dallas have been doing may not 
seem to indicate aggressiveness. In the 14 months 
between Nov. 1, 1957, and Jan. 1, 1959, 492 Mag- 
nolia service stations were closed in the company’s 
five-state Southwest marketing area. Only 90 new 
stations were added to replace the abandoned out- 
lets—a net loss of 402 stations. 

But all is not as it seems. The closings were 
part of a program designed to reduce costs with- 
out sacrificing volume now, and to provide for 
volume expansion in the future. The program in- 
volves shutting down “vulnerable” stations and 
replacing them with a smaller number of “key” 
outlets. 

During the past two years, Magnolia has: 

e@ Reorganized marketing completely. 


@ Made market surveys to determine what 
station should be closed or remodeled and where 
new ones should be built. 

@ Started dealer recruitment, hiring and train- 
ing programs aimed at upgrading operators and 
cutting turnover. 


BY MARVIN REID 
Southwest Editor 
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e Campaigned company-wide to get more cred- 
it card customers. 


e@ Modernized service station designs. 


How Magnolia Is Reorganizing 


George J. Gregor, trained in the parent Mobil 
organization, took over as Magnolia’s marketing 
vice president in March, 1957. He inherited an 
organizational structure that an official describes 
as “burdened with details and steeped in past prac- 
tices—without anybody ever questioning anything.” 

Authority was concentrated at the very top, 
where most marketing policy-makers had other 
than marketing backgrounds. Upper-echelon mar- 
keting personnel who did have progressive ideas 
often found their expansion or modernization rec- 
ommendations shunted aside in favor of expendi- 
tures for production, refining and transportation. 

Salesmen couldn’t find much time for selling. 
From Dallas headquarters to the field, salesmen 
were saddled with daily operational duties. Field 
people had practically no authority to make deci- 
sions. This often aided competitors who could act 
on their own. 

Even minor decisions were made at the summit. 
This left little time for big policy-making maneu- 
vers. Thus it was difficult for Magnolia to keep 
abreast of its Southwest competitors. 

What to Do—Gregor set out to decentralize the 
company’s marketing operations and find what he 
called “a more solid way of doing business.” 
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AND REORGANIZED marketing into distinct sales and operating groups 


to Regain Market Leadership 


Organizational structures aren’t revamped over- 
night, but within a year Gregor had put out his 
new organization chart (see illustration). It set up 
two distinct categories—one for operations, the 
other for sales. Says Gregor, “We tried to get 
salesmen back into their main jobs—-selling.” 

Gregor named two assistants, H. D. Granbery 
as operations manager and R. J. Hotaling, Jr., as 
general sales manager. This setup was carried on 
out to the field, with each division having separate 
operations and sales people. 

The Retail Effort—While this reorganization 
was going on, Gregor started applying other ideas 
he’d seen work for Mobil in the East. 

One of these, known as “Planned Retail Dis- 
tribution,” was quickly dubbed the “PRD Plan” 
by Magnolians. It has since become a virtual by- 
word in the company. Through this plan Gregor 
hopes to pull Mobil-brand sales in the Southwest 
out of the doldrums. 

The aim of the “PRD Plan” is to eliminate 
nonprofitable, low-volume retail outlets and sub- 
stitute retail establishments that can make money 
for Magnolia, its commission distributors and its 
dealers. 

The first step in the plan calls for a survey of 
a particular marketing area as if Magnolia were 
moving into it for the first time. 

Field and headquarters sales people (sometimes 
as many as 50 a day) make systematic counts of 
traffic along various streets at different periods of 
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particular days. They count homes, check auto- 
mobile registrations, mark competitive station lo- 
cations. 

With this information, “key” locations are spot- 
ted. If a Magnolia station already in business isn’t 
located on a “key” site, it’s tagged as a “vulner- 
able” outlet and marked for eventual disposal. 

Stations located on “key” sites are studied to 
see whether they should be rebuilt, remodeled, or 
left alone. 

Other “key” locations are set down as targets for 
later Magnolia representation. 

During the past two years, Magnolia has made 
such surveys in every city of over 20,000 popula- 
tion in its marketing area. Less extensive studies 
have been made of smaller towns. Data will be 
updated by periodic small-scale studies. 

In San Antonio, market analysis spotted 86 
“key” locations. The company has 102 outlets 
there. Of these, 68 were tagged “vulnerable.” If 
and when the “PRD Plan” is completed in San 
Antonio, the entire 68 “vulnerable” stations will 
be disposed of, and 52 new stations will be added 
to the remaining 34. 

When this objective is reached, Magnolia plans 
to have an estimated 18.33% of the San Antonio 
market, considerably more than its 102 stations 
had a year ago. 

What’s a “Key” Location?—In larger cities, 
Magnolia is looking for sites that will do at least 
20,000 gal. of gasoline business annually. This 
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GREASE MARKETERS... WILL YOUR BRAND 
NAME BE YEARS AHEAD FOR YEARS TO COME? 


The years ahead represent a giant 
challenge to the best efforts of Amer- 
ican industry. The answer lies in 
research by men with a driving sci- 
entific curiosity, working with testing 
equipment engineered to cope with 
stringent performance specifications. 
To step up its research facilities, 
International Lubricant has recently 
completed a great new Research Lab- 
oratory. Here, highly trained chemists 
and engineers, cooperating with far- 
sighted grease marketers, have reded- ‘ 
icated themselves to work with un- 
tiring zeal so that no nation anywhere 
can surpass our efforts or our products 
in the field of lubrication. We invite 
your inquiry. 





The oil constituents in greases are carefully controlled. Here 
chemist determines oxidation resistance of oil samples used in 
grease manufacture. 





Specially developed analytical procedures are used to test the quality of lubricating oils from which International 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 


Manufacturers of top quality lubricants: Aviation * Industrial +» Automotive + Marine 


greases are produced. 


With Research Comes Quality, With Quality Comes Leadership 
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SEE the improvement... 

in effective lighting 

FEEL the difference... 

in increased sales 

When you upgrade and 

modernize your service 

station with Compco 
Cantilever lights with 

i full light control reflector 


{ > 
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FOR USE WITH ALL POPULAR OUTDOOR 
LAMPS; H.O., V.H.O., P.G., OR S.H.O. 


© versatile...gives more light over a 
wider area. Island, perimeter and approach 
lighting in one efficient unit. 


® attractive... beautiful streamlined design 
adds the “modern touch” that brings 
customers to your pumps. 


® economical...Surprisingly low original 
equipment cost. Built-in efficiency assures 
minimum operating and maintenance costs. 


b 
es 
| —— hy 
iz 


A RR ne 


4 gad| O 
a 


AFTER 


COM P 


CGR P.O. AT. Se 
1800 N. Spaulding Ave. Chicago 47, Ill. 
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volume will support a $56,000 service station 
investment, Magnolia figures. 

In smaller cities, the company does have an 
“economy” station in the 10,000-15,000-gal.-a- 
month class. 


Getting and Training Dealers 


Magnolia has also started a dealer recruitment 
and training program. It’s aimed at upgrading the 
quality of dealers and cutting down on turnover. 

For the past two years, Magnolia has sought 
dealer applicants aggressively in various ways. Re- 
cruitment has been conducted by newspaper ad- 
vertisements, by personal contact of people in 
other retail lines, and even by placing handbills 
in automobiles around new shopping centers. 

From this field, Magnolia screens out a few 
applicants by means of personal interviews and 
psychological analysis of application forms. 

A candidate is usually interviewed at least three 
times (by a field salesman, a field dealer sales 
manager, and a division sales manager). He’s clas- 
sified as either a good, satisfactory or poor dealer 
risk. Unless he falls into one of the first two 
categories, he’s dropped. 

In addition, a Magnolia salesman makes it a 
point to conduct one of the interviews in the 
applicant’s home. The attitude of his family (Does 
his wife like the idea of him becoming a dealer?) 
and his apparent standing in it (Is he the boss?) 
come in for close scrutiny. 

An applicant might pass personal interviews and 
still be dropped if his family is against the idea 
of him operating a station. 

Generally, Magnolia is looking for the young 
(under 35), active man who has managerial quali- 
ties and merchandising abilities. 

Adequate financial help is offered young re- 
cruits. For a man who hasn’t been a dealer before, 
Magnolia is ready to finance up to $5,000 for 
five years at 5% interest to put him in a station, 
provided he has at least 20% of the total invest- 
ment required and an average or better credit 
rating. 

Training—If a new recruit hasn’t had previous 
training, he must spend four weeks in one of eight 
division training stations Magnolia has built in 
the last two years. He’s paid $65 a week while 
learning the fundamentals. 

After the new Mobil dealer gets his station, 
his operations are closely analyzed each month 
for three months by a field salesman. This is done 
to catch weaknesses in the beginning—before the 
dealer gets in serious trouble. 

At the end of the three months, a Magnolia 
training instructor goes in (1) to check on the 
effectiveness of his training, and (2) to make sure 
the field salesman is continuing the dealer’s train- 


ing. 


Magnolia’s salaried salesmen now go through 
training courses, too. New salesmen (the company 
prefers men 26 to 28 years of age with their 
schooling and military obligations behind them) 
are classified as “sales trainees” until they com- 
plete five weeks of training. 

A dealer picked for a “key” Magnolia service 
station is assured that no other company station 
will be located in his marketing area. 

One of Magnolia’s big aims is to cut dealer 
turnover. This was 38.5% in 1957. In 1958, after 
the “PRD Plan” and training programs had been 
in effect for awhile, the percentage fell to 26.6%. 
It may be below 20% by the end of 1959. 


Winning Over the Public 


One of the first things Gregor did in Dallas was 
study a survey of what Texans thought of Mag- 
nolia. Generally, Texans said they liked the com- 
pany. “But,” recalls Gregor, “they weren’t. buying 
our products.” 

Besides inaugurating the “PRD” plan and taking 
internal organizational steps, Gregor called for 
studies of station designs to see whether Mobil 
outlets could be made more attractive to the pub- 
lic. Some results: 

@ Straight-line canopies were installed 13 to 14 
feet above driveways (old style canopies were 
dropped down a couple of feet from roof lines). 

e Bigger lots were ordered for future stations 
(100x100 ft. for “economy” stations, 125x150 to 
150x150 ft. for others). 

@ Station buildings were set back about 70 ft. 
from front: property lines. This “gives customers 
more room to maneuver” and makes the stations 
look bigger, Magnolia says. 

Magnolia is now building five basic types of 
stations. These range from the $13,686 (ex equip- 
ment) “economy” station to a deluxe $22,703 all- 
steel porcelain outlet made by Avoncraft. Canopies 
run an extra $3,200. 


Boosting Sales with Credit 


Magnolia is pushing credit cards. Some com- 
mission agents report the number of company cred- 
it cards in their areas have quadrupled since early 
1957. 

“After Gregor came in, we suddenly found we 
were supposed to seek credit card applications,” 
one recalls. “In most cases, the applications we 
sent in were approved. Before Gregor’s time, you 
almost needed a Dun & Bradstreet rating to get 
a Magnolia credit card.” 

Salaried Magnolians, too, were asked to push 
credit cards. Company-wide campaigns were start- 
ed (1) to get company employes to buy the com- 
pany’s products and (2) to get the employes to 
help solicit outsiders’ business. These campaigns 
are still going on. * 
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Another packaging advance by Continental 
the new 


ni-STACKE 


utility can with 
reversible spout 


o Saves time, space, filling and 
shipping costs 

» Simple to palletize 

e 1.C.C. approved 


Continental’s new, Dome-top Hi-Stacker 
makes every inch of shipping, storage 
and display space count. It’s easy to fill, 
easy to handle. Filler openings are avail- 
able to fit your requirements. For further 


DOME STYLE F : 
ees can EE REVERSIBLE SPOUT RIDES 
(om a Be SAFELY, ATTACHES EASILY 


| Hl-STACKER i details, ask your Continental man. 











HI-STACKER 


DOME STYLE § OME STYLE 


T AN 
UTiLITY CAN SHUTY 





Spout remains inverted during shipment and 
storage. To pour, spout is reversed — ready 
for fast, smooth dispensing. Spout remains 
in fixed position until container is empty. 








Looks like Continental’s famous 
Dome-top utility can (at left). 
Has all its sales features. 
Completely redesigned to save 
space and money. 








CONTINENTAL E CAN COMPANY 


Eastern Div.: 100 E. 42nd St., New York 17 Pacific Dic.: Russ Building, San Francisco 4 
Central Div.: 135 So. La Salle St., Chicago 3. Canadian Div.: 5595 Pare St., Montreal, Que. 
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The Original and . . . STILL THE LEADER! 


abe 


Automatic 


QUICK 


S.aunute 
OIL 
CHANGER 








and 


FLUSHER 





Oil changed at the gasoline pump 
or any place in shop, eliminating 
necessity of moving car and the 
hazards of lifts and pits. Oil 
changed at the same time gas tank 
is filled or car serviced. No delay, 
instant service, 3 minutes and the 
job is done. Eliminate the worry 
of wondering if drain plug has 
been properly and tightly re- 
placed. Eliminate stripped drain 
plugs, skinned knuckles, search 
for tools and wrenches. 


Cleans oil filter chamber in 30 seconds without use of costly rags. 

Takes up to 2% qts. of water from radiator in 15 ds for adding antifreeze. No petcock problems. 

TABET QUICK OIL CHANGER AND FLUSHER has vacuum pump allowing instant windshield wiper test and vacuum 
gear shift transmission bench test. 








MANUFACTURING CO., INC. 


1336 BALLENTINE BLVD NORFOLK 12, VA. 





U.S. Pat.No. 157,102, 2,552,749 and 2,603,312. Canadian Pat.No, 550,144. Great Britain Pat.No. 639,830. French Pat.No. 992,399. Other U.S. Pat. Pend. 
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Merchandising ... one of 10 vital links in 





building a successful jobber operation 


Merchandising, supplied by the oil com- 
pany behind the jobber, is one of many in- 
tegral parts that must be linked together in 
order to establish a successful jobber oper- 
ation. As part of its jobber MERCHANDISING 
service, the Shell Jobber Representative 
and the Shell Retail and Merchandising 
Representatives keep the jobber and his 
organization abreast of the latest tech- 
niques in service station operation and 
management. 

Shell offers its jobbers many other out- 
standing benefits including: 


Finance — Shell will assist jobbers in financ- 
ing expansions and modernizations. 


Training—Shell conducts Jobber Work- 
shop conferences and Retail Training 
schools in jobber marketing areas. 


Advertising—Shell supplies jobbers with 
local advertising copy for all major media 
at no cost and then pays 50% of time- 
space costs on a co-op basis. 


Volume— Shell markets more than one- 
third of its total gasoline and over 70% 
of its fuel oils through jobber organizations. 


Stability— Shell, where legal, may give its 
jobbers exclusive territorial rights and the 
chance to extend contract length up to 
5 years, 


Consultation— Shell offers the help of com- 
petent real estate representatives, engineers 
specializing in construction and main- 
tenance, and financial consultants. 


Product Acceptance— Shell, one of the coun- 
try’s largest national advertisers, has top 
consumer acceptance. 


Flexibility—Shell has a pricing policy that 
is fair and competitive at all times. 


Research — Shell spends millions of dollars 
every year on research. Seven Shell re- 
search laboratories employ 2000 technical 
experts who constantly work to improve 
and expand the Shell product line. 


Shell jobbers enjoy these benefits and many more. : . reason enough for agreeing— 


IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show you why 
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To serve you better... 


2 new product lines by 
Smith- E22 


1. The Burks micron filter 
and water separator line 


Here’s a welcome addition to the 
famous Smith-Erie dehydrator line. 
We’ve purchased the rights and 
equipment for the manufacture and 
sale of all Burks filters and filter- 
separators. Our Erie plant will 
produce models ranging from 15 to 
1500 GPM to meet the growing need 
for equipment that will assure 
clean, dry petroleum products. 


FUEL CLEANER — This 
large -capacity, vertical 
filter-separator provides 
dependable dirt filtering 
and water stripping. 


2. The Shand and Jurs 
truck tank hydraulic 
fittings line 


Smith-Erie has also acquired the 
truck tank line of hydraulic- 
operated internal and manifold 
valves formerly manufactured 
by Shand and Jurs Co. of 
Berkeley, California. This valve 
equipment will complement 
Smith-Erie’s quality line of 
INTERNAL HYDRAULIC SELECTIVE CONTROLS—This HYDRAFOLD VALVES — The 


petroleum meters. The new VALVES — Mode! MS tank 8-way selective control al- use of front outlet of stand- 


. . sump, elbow and complete lows driver to select a sin- ard Hydrafold valves as sin- 
line will be manufactured at assembly has industry-wide gle tank compartment to be gle units or as combination 


the Los Angeles plant of the acceptance. Furnished in var- discharged, simply by turn- assemblies (shown) gives any 
. ¥ ious sizes. Highest grade ing a pointer to the cor- required compartment valv- 


Smith-Erie division. aluminum construction. rect dial number. ing arrangement. 


For complete information on these Through research Ue) ..@ better way 


two new Smith-Erie lines, please A 9 Seni 
e a 


contact your nearest sales office: CORPORA TI ON 


Smith- E_-. Division 


Factories: 5715 Smithway St., Los Angeles 22, California; Erie, Pennsylvania « Offices: Atlanta 5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 22, Calif.; New York 
17, N. Y.; Oakland 21, Calif.; Tulsa, Okla. Canada: Toronto 12, Vancouver 1. * A. O. SMITH INTERNATIONAL S. A., MILWAUKEE 1, WISCONSIN, U.S.A. 
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Transportation 





3 “ ; wages oul ast” 
CHEAPER RATES have already been made possible by giant tank cars like this. It’s an indication to oil marketers .. . 


What Jumbo Tank Cars Will Mean 


UMBO TANK CARS are making an inroad in oil 
J marketing. These 20,000-22,000-gal. giants 
hold two to three times as much as conventional 
tank cars. They’re making cheaper rates possible 
for some products in some areas. 

Many transportation men see jumbos eventually 
taking over a large share of the lube, special oil 
and petrochemical market. Gasoline and fuel oil 
will most likely stay with pipelines. 

Here are some reduced rates already available: 

e@ Incentive rates. Normal rates on the first 
10,000 gal., 35% off on the second 10,000. This 
is not a general reduction; it’s a spot cut that 
applies only between two or more specific points. 
Oil shippers must request it. Eastern railroads, at 
least, have started this system. 

e@ Competitive rates. Jumbos have enabled rail 
rates in some areas to become genuinely compe- 
titive with those of water transport. A Mobil 
transportation man reports lube oils are being 
hauled by jumbo at half the normal rail rate. This 
is from the Philadelphia refining area to Great 
Lakes points. 

Rails offer special deals to meet truck/barge 
rates, but not at a loss. The king-size tank cars 
have made economies possible. For example, to 
compete with truck/barge shipments between Oil 
City, Pa., and St. Louis, Mo., the Pennsylvania 
R. R. offers on jumbo tank car haulings an oil 
rate of 38¢ per 100 lb., compared with the regu- 
lar rate of 93¢. “We couldn’t do it unless we had 
the supers,” the road says. 

Growing Trend—Giant tank cars aren’t numer- 
ous yet. About 10 have been made. Tank car 
makers say they have orders for 20 more. Among 
users are Sun Oil Co., Pennzoil Div. of South 
Penn Oil Co., Mobil, Quaker State, Kendall and 
Canfield Oil. 


Standard of Ohio says it has a “large number” 
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on order for inter-refinery shipments. Canfield, 
a subsidiary of Ohio Standard, will use some of 
these, too. 

Phillips got a fleet of 250 18,500-gal. tankers 
in 1958, uses them to haul cyclohexane. 


Rails and car makers think many other oil 
shippers are holding back to see how the present 
jumbos work out before going ahead with their 
own plans. 


Some oil shippers say rail rates and rentals will 
have to come down more before they use the 
supers. The incentive rate, they say, only comes to 
a 17.5% over-all cut. Rentals are higher on a 
per-gal. basis. Single-compartment jumbos run 
about $200-$210 per month, four-compartment 
tanks as high as $300-$325. Conventional cars 
(8,000-10,000-gal. capacity) rent for $65 per 
month. 

What Are the Savings?—One refiner says sav- 
ings run about 2¢-3¢ gal. on a particular 400-500- 
mile move. Another says it saves 4.29¢ a gal., or 
more than 60¢ per 100 Ib., using jumbos. 


Rail rates aren’t the only savings. The super 
jobs, says Lee Christian, Sun’s general transporta- 
tion manager, save money on many northern ship- 
ments that would otherwise go by water. “They 
eliminate the need for massive storage to hold 
winter inventory at ice-bound terminals. This 


‘means less capital investment.” 


Loading and unloading costs are less because 
shippers, in effect, are handling two cars in one. 

Rehandling costs are eliminated. Roads say a 
lot of competitive transportation involves trucks 
part of the way, barges the remainder. Rehandling 
costs money. It also opens the door to product 
contamination. 

And because rail shipment is faster than water 
and/or truck, less inventory will be in transit at 
any given time. & 








CONOCO TOURAIDE...... 





CONoCO 


New from 


CONOCO.. .. hottest brand going! 
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"ALL NEW... BETTER TOO 


backed by 


powerful advertising 
and promotion 


Means more traffic for Conoco Dealers 


Conoco Touraide, America’s finest travel guide, 
has been completely redesigned and expanded to 
bring more traffic to Conoco driveways. Motorists 
will know that new, better Touraide is available 
only at Conoco dealers’ . . . and it’s available in- 
stantly. Powerful advertising in LIFE magazine, 
newspapers, on television and radio will help bring 
more motorists to Conoco driveways. 

Conoco jobbers and dealers get this brand of 
assistance all year long! Traffic-building promo- 
tions . . . sales and management aids. . . valuable 


information on service station problems. . . em- 
ployee training. Wouldn’t you like this brand of 
year-round support? Contact a Conoco Division 
Manager about the Hottest Brand Going! 


Only Touraide offers all this: 

¢ Easy-to-read maps 

* Opens flat like a book 

* 64 full-color pages 

¢ Complete travel information 

* Available instantly at Conoco stations 





For more information about TOURAIDE, contact the DIVISION MANAGER nearest you. 


R. W. Abrahamson, 912 Baker 
Building, Minneapolis 2, Minn. 


G. W. Brown, 244 Rowan Bidg., 
6000 Camp Bowie Bivd., 
Fort Worth 2, Texas Memphis, Tenn. 


R. E. Caruthers, Fidelity National W. S. Dulaney, 
Building, 200 North Harvey, 800 Commerce Building, 
Oklahoma City 12, Oklahoma New Orleans 12, Louisiana 


South, P. O. Box 2250, 
Salt Lake City 10, Utah 
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Dale Chapman, 757 West Second K. T. Johnson, 
1300 Main Street, 
P. O. Box 2197, Houston, Texas 


J. L. McCulley, 
1242 North 28th, 
Billings, Montana 


M. T. Swanson, 1755 Glenarm PI., 
Denver, Colorado 


J. B. Dickey, 2158 Union Avenue, 


Warner Tyler, 
400 West Madison St., 
Chicago 6, Illinois 


K. R. White, 
836 Stuart Building, 
P. O. Box 393, Lincoin 1, Nebraska 


J. G. Willis, 6183 The Paseo, 
Kansas City 10, Missouri 


© 1959, Continental Oil Company 
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Graco’s “200” Car Wash is a brand 
new profit package for you. Cars, 
trucks and busses gleam like new after 
a quick cleaning with this amazing 
new car washer. In seconds, caked dirt, 
grime and sludge disappear down 
the drain. 


AN EFFICIENT PUMP is the heart of 
this easier way to wash cars. The time 
tested air-powered GRACO pump forces 
the fast acting detergent through a high 
pressure valve and spray nozzle. Deter- 
gent solution, at 300 pounds pressure, 
thoroughly soaks and loosens dirt in 
one pass of the spray gun. To finish the 
job, use the high volume valve which 
lays down a wide soft spray of clear 
water and flushes loose dirt and deter- 
gent away. It’s fast and easy from start 
to finish. 


BRING IN NEW BUSINESS. Using the 
same Graco “200” Equipment you'll 
find it’s easy to pick up extra profit 


High Pressure Lubricators ® Hand Guns 


on motor washes, parts cleaning and 
similar jobs. A clean station attracts 
customers, too, and the Graco Car 
Wash can make maintenance an easier, 
more pleasant task. 


CHECK THESE FEATURES. Simple, 
one man operation. Fits any container 
from 5 to 55 gallons and includes 40 
ft. of fluid hose for maneuverability. 
Economical air-powered pump has 2 
to 1, high pressure ratio. Pump, fittings 
and all connections are brass for dura- 
bility. It’s a complete, ready to go pack- 
age that includes Graco “Dirt-Tergent” 
wash powder ...a concentrated cleaner 
that works fast with complete safety 
for painted surfaces and operator. 

AN ILLUSTRATED BROCHURE ex- 
plains details and features of the Graco 
“200” Car Wash. “In use” photos show 
car washing, motor cleaning operations 
and the profit opportunities for you. 
Write for a copy or ask your Jobber 
for complete details today. 


New low cost washer sprays a car 
cleaner in less than 10 minutes 





““200"’ CAR 
WASH 


Bearing Packers ® ATF Units ®* Transfer Pumps 
Gear Lube Dispensers ® Nozzles * Couplers 
Swivels ® Air Line Equipment 
Hose and Hose Assemblies ® Grease Fittings 
Accessories ® Valves ® Adapters ® Overhead Hose Reels 


GRAY COMPANY, INC. 
Graco Square ¢ Mi polis 13, Mi 
Factory Branches: New York © Philadelphia © Detroit 
Chicago © Atlanta * Houston ¢ San Francisco 
Sales Offices: Washington ¢ Toronto 
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DETROIT 
NEWSLETTER 4 


BY DONALD MacDONALD 


>The electric car appears due for 
a reincarnation in America. 

Latest entry is a plastic-bodied, 86- 
in. wheelbase vehicle planned for the 
neighborhood shopping trade by Nu- 
Way Industries of Lansing, Mich. 

Furthest ahead is California’s Stin- 
son Aircraft Tool and Engineering 
Corp., which is starting production 
on firm orders from utility companies 
for about 200 of its version. This is 
a plastic two-seater with styling ob- 
viously copied from the Karmann- 
Ghia Volkswagen. 

Cleveland Electric Vehicle Co. 
plans to produce electric delivery 
trucks this year, and is experimenting 
in the conversion of a Rambler. Due 
to the present state of battery tech- 
nology, all of the above are limited 
to about 75-mile range at speeds less 
than 65 mph. Much of the interior 
room is taken up by massive sets of 
lead-acid or selenium batteries. 

American Motors seems more real- 
istic in its recently announced project 
to cooperate with Sonotone in the de- 
velopment of a suitable low-cost, light- 
weight battery for this purpose. If 
such a battery is found, the two com- 
panies plan to go ahead and develop 
a car which will utilize a small gaso- 
line engine to keep the battery 
charged. 


>All major car and truck manufac- 
turers have stockpiled enough steel to 
carry them through the 1959 model 
run and 45 days into next year’s 
model production. 


With retail truck sales 34% ahead 
of last year’s pace, there’s renewed 
emphasis on the engineering of new 
models to fill in the gaps in each 
maker’s line. 

For example, both Dodge and 
Ford have recently announced extra- 
heavy-duty diesel models for highway 
use. Ford is temporarily restricting 
sale of his product to export only. 
GMC, on the other hand, flush with 
the industry’s most complete line of 
diesel engines, is turning back to gaso- 
line for new product development. 

Look for July announcement of two 
radical new engines, one powerful 
enough to propel a loaded heavy-duty 
tractor-trailer combination up grades 
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at passenger car speeds. These gaso- 
line engines are designed to give diesel 
durability without the initial cost 
penalty. ‘3 


Lift makers will be glad to learn 
that crowded engine compartments 
and overly heavy front ends are caus- 
ing auto engineers to consider moving 
some accessories to the rear under- 
sides of the car. There they could be 
connected to the propellor shaft or 


eee See ene 


a SO a ta 


differential. The power-steering pump, 
air-conditioning compressor, and 
starter are among the features in 
line for the shift. 


>Product planners of the Big Three 
are giving serious consideration to the 
extension of the small car concept 
into their truck lines. Sales of small 
truck imports such as the Yolkswagen 
Panel Van are expected to total over 
24,000 this year. 


Sale Vc oe Ae Sh a Se ee: 


ALL-AROUND 


| TOP SERVICE I PICK 
_ VIKING PUMPS 
EVERY TIME! 


NO SPEED INCREASERS 
REQUIRED. CONNECT 
THE VIKING TRUCK 
PUMP DIRECTLY TO 
TRANSMISSION 
THROUGH POWER 
TAKE-OFF. 


Take a tip from truckers with experience. Specify Viking Pumps for top service. 
Experience shows that, in many cases, Viking Pumps are still going strong when 


trucks they’re mounted on are worn out. 


Then pumps are remounted on other 


trucks for more service. With Viking Truck Pumps, you also get: 


@ Fast, positive delivery. 


@ Revolvable casing for handy port 
locations. 8 positions. 


@ Integral thrust bearing of sturdy 
construction. 


@ Either extra long packing box or 
mechanical seal. 


@ Safety valve on pump head. 


@ Complete capacity range of 35 to 
300 gallons per minute. 


For information on Viking Truck Pumps, write for Catalog GR 





VIKING — the leader, 
not a follower, 
in Rotory Pumps 


Offices and Distributors in Principal Cities 


VIKING PUMP COMPANY 


Cedar Falls, 1a.,U.S.A. in Canada, it’s “Roto-King” Pumps 


© See Your Classified Telephone Directory 
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AVONCRAFT 


From the Rockies to the East Coast—you will see service stations that 
bear the Avoncraft mark of function and lasting beauty. This particular 
“package” design is a compact, all-porcelain sales office without bay l\o- 
cated in Oklahoma. Units of this type are new, and can be erected in from 
3 to 6 days—the faster erection time bringing you an early bonus of in- 
creased gallonage. All Avoncraft buildings are all-porcelain, your best buy 
for the future! 


Write for our new brochure, in full-color. 


Avoncraft 


a division of 


AVONDALE 


MARINE VERY 8. IN C 
VERSATILE BUILDER ON GHE MISSISSIPPI! 


WP. 0. BOX 1030 ¢ PHONE UNiversity 6-4561 e NEW ORLEANS 8, U.S.A. 
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WIX provides the answers to in- 
creased sales and profits for both 
highway and neighborhood sta- 
tions with WIX Quality and WIX- 
O-MATIC Merchandising. WIX 
Quality and Prescription Filtration 
comes first . . . lots of motorists just 


2 99 9, 


“Keep rollin’”’til they can get 
them. And—WIX-O-MATIC is of 
prime importance because it puts 
your station in the Filter business 
properly and profitably. 

Whether it’s on the highway or in 
town—time is money and all cars 


head for the stop where there’s no 
delay! WIX-O-MATIC speeds up 
every step in an Oil Filter or Air 
Filter cartridge sale . . . Faster 
Cartridge Identification — Faster 
Cartridge Selection—Faster Loca- 
tion of Cartridge from Stock— 
Faster, trouble-free Installation— 
Faster Sales—Faster Profits! 

WIX is a big story predicated on 
superior Quality . . . Prescription 
Filtration . . . and superior Selling 
Tools . . . WIX-O-MATIC mer- 
chandising. 


Call, wire, or write today for the program WIX has for YOU. 


WIX CORPORATION 


e GASTONIA, N. Cc. 


In Canada: Wix Corporation Ltd., Toronto 
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CENTRAL TBA MEETING in St. Louis. Chairman Ollie Epps, 
Arkansas Fuel Oil (left), speaker Jack Nemeth, Conoco. 


Ways to Cash 


ITH TBA VOLUME rising, the Central Sec- 

tion Oil Industry TBA convention sees 
plenty of opportunities ahead in new markets 
and expanding old ones. 

Oil men and TBA manufacturers agree TBA 
business is generally much better this year than 
last. Except for batteries, sales of all products 
are up significantly. A brief lag in battery replace- 
ments is attributed to improvement in batteries and 
car electrical systems. Together these are lengthen- 
ing average battery life. 

Here’s how some speakers view the TBA 
picture: 

Dry Air Filter—A new source of TBA profit 
has been created by the adoption of the new 
dry type air filter, said Jim Lightburn, vice 
president, Purolator Products. First used in 1957, 
they'll be on all cars by next year, he said. 
They need a new element at 10,000 miles or 
about once a year. 

Replacement is so quick, easy and clean, it’s 
practically all extra profit. Only problem, he 
said, is to be sure dealers understand that a 
clogged air filter will act like a choke, dilute 
the oil, foul the plugs and result in poor 
engine performance. Oil marketers have some 
educating to do, thinks Lightburn. Dealers may 
not know the new air filter is no experiment; and 
many a dealer is fearful about selling anything 
lest the customer think he is putting something 
over on him. 

Outlook For Polish—Car manufacturers went 
overboard in talking up the new acrylic and 
melamine finishes now in general use, said H. L. 


GET A LOAD of John Howe’s tie. TBA speakers are E. M. 
Baltuff, Franklin Mfg. (left), Lloyd Owens, Lion Oil. 


In on New and 


Danziger, vice president, R. M. Hollingshead Corp. 

The finishes do indeed resist chalking, he 
said, but there remain other reasons for polish- 
ing a car, whatever its finish. Traffic film, road 
haze, bug stains, scum still exist and still mar 
car appearance. 

Owners won’t be happy with the results of 
car washing alone, he said. They'll automatically 
turn to good polish and wax as the only ade- 
quate means for countering the effect of the 
foreign materials that will continue to accumu- 
late on car finishes. 


Battery Sales vs. Failures—Extracting the 
last ounce of service from a battery only costs 
the car owner money, said E. M. Baltuff, sales 
manager, Franklin Manufacturing Co. 

It’s possible to cut the economic loss from 
trouble calls $75-million a year, he said, by 
earlier replacement of batteries. The result 


New Battery Recommendation 


CHARGING dry batteries just prior to installation 
should be adopted as an industry standard, recom- 
mends the Assn. of American Battery Manu- 
facturers’ technical committee. (The standard would 
apply only at temperatures below 80 deg.) 

This was decided at the association’s Miami 
meeting. 

Also announced at the meeting was a joint 
move by the battery group and the Society of 
Automotive Engineers to agree on a system of 
common terminology. 
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JIM LIGHTBURN, vice president, Purolator (left); J. W. 
Timmons, Consumers Co-op, and Homer Hays, Ashland. 


SEP eee Cee ER: 


BOB BYALL, president, Dill Manufacturing Co., puts NPN’s 
new TBA registration directory to use during the meeting. 


Existing TBA Markets 


could be a 10% increase in battery business, 
worth about $40 million a year. 

At the same time, said Baltuff, many pre- 
mature battery failures could be prevented by 


better installation practices at the time of sale. 
In the case of wet batteries, charge maintenance 
and rapid stock turnover will prevent the sale 
of an old, undercharged battery. For dry charge 
batteries, an appropriate boost charge at instal- 
lation is all-important. 

Finally, he said, dealers should take a look 
at the car’s electrical system, be sure the battery 
is big enough to handle the load, and be sure 
the generator and regulator are working right. 

Who Promotes?—An example of the grow- 
ing recognition by oil marketers of the dividing 
line between productive and fringe dealers was 
cited by J. J. Nemeth, sales promotion manager, 
Continental Oil. 

Following Conoco’s entry into TBA in 1952, 
dealers were divided into class-A and class-B. 
Class-A included only those dealers whose pri- 
mary income was from gasoline. These dealers 
accounted for 80% of total gallonage. 

Unable legally to restrict an offer of a co- 
operative promotion package to class-A dealers, 
Conoco tried an alternative plan. Instead of 
offering the package free to all dealers, Conoco 
offered it to all dealers at 50% of cost. 

From the outset, class-A dealers bought 
readily. In succeeding years better promotion 
packages were brought out at increasingly higher 
prices. Each year more class-A dealers buy Conoco 
promotion while class-B dealers pass it up. 
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We have more money to spend for better 
promotion for the dealers who really count, said 
Nemeth, because we aren’t wasting it on dealers 
who make little or no use of point-of-sale 
material even when it’s free. 

Station Help—Dealers are too prone to hire 
anyone who asks for a job, according to Dr. 
Lloyd R. Saltzman, University of Tulsa. 

Reporting on a study of station practices, he 
said station pay is too low (average $60 a week), 
training is too often haphazard or skipped entirely, 
and only one of four stations has any kind of 
incentive plan. 

Saltzman says there’s evidence dealer turn- 
over can be substantially reduced where the 
supplying oil company has made a determined 
effort to educate its dealers on these and related 
measures to improve station performance. 

Oil and TBA—It’s logical for the supplying 
oil company to distribute everything the service 
station operator sells, said Lloyd L. Owens, 
manager, sales training, Lion Oil. 

At the same time, he said, it’s the oil com- 
pany’s responsibility to arm the dealer with 
thorough product knowledge; to tell him what 
it is, how it works, why it’s better, how it com- 
pares with competitive products, how to demon- 
strate, whom to sell, how to sell, where to sell. 


About 180 oil men and TBA suppliers at- 
tended the Central Section meeting, a decrease 
from the 210 registered last year. Ivan Thomp- 
son, Lion Oil Co., is chairman for next year, 
succeeding the present chairman Oliver C. Epps, 
Arkansas Fuel Oil Corp. a 





ust BATTERIES 
SERVE ALL CUSTOMERS 


Never before such a market-tested 
opportunity to put so many battery 
sales into your profit picture — for so 
small an investment in such a fast 
turn-over inventory! Just 4 M.O.S.T. 
System batteries will serve every pas- 
senger car that drives in for a battery 
change-over. Never a need to stall a 
customer, lose a sale, or carry a hodge- 
podge of batteries that seldom sell. 


DRY CHARGE 
PACKAGING 


M.O0.S.T. batteries are not only fresh 
at point of sale, their activation is swift- 
er, easier, safer — thanks to Globe’s 
pioneering with creative packaging. 
Each strong, compact unitized carton 
contains battery, correct quantity of 
electrolyte and pouring sleeve. Noth- 
ing to measure, no waste of time or 


electrolyte. | jwwine POWER 


With M.O.S.T. System batteries 
you get exclusive features that make 
them the TOP line. For example: One 
piece covers, with Grip Ridge*, Sure- 
Lok* Channels and vivid colors for 
dynamic sell-on-sight displays. 


Globe Spinning Power Batteries 
are also available in a complete 
line of AA BM sizes for trucks. 
tractors, buses, etc, 


*Pat. Pending 





FASTER, LOWER- 
COST DELIVERY 





Sep iti 





from these sixteen strategically lo- 
cated plants (15* producing dry- 
charged batteries) 


#ATLANTA, GA., *DALLAS, TEXAS, *EM- 
PORIA, KANSAS, *HASTINGS-ON-HUDSON, 
N. Y., “HOUSTON, TEXAS, *LOS ANGELES, 
CALIF., *LOUISVILLE, KY., “MEDFORD, 
MASS., *MEMPHIS, TENN., *MILWAUKEE, 
WIS., *MINERAL RIDGE, OHIO, OREGON 
CITY, ORE., *PHILADELPHIA, PA., *REIDS- 
VILLE, NO. CAROLINA, *SAN JOSE, CALIF. 

..and now to better serve the 


South the modern new plant at 
*Tampa, Florida shown above. 


0 GLOBE-UNION INC. 


SPLit-secoND STARTING 


MILWAUKEE 1, WISCONSIN 


if it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 
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Gasoline Tie-In Promotes Plug Sales 


Dealers like to be armed with facts on how spark plugs improve gasoline 
performance, says AC Spark Plug. Here's how to sell more plugs 


CONSUMER PREMIUM. Available at a SERVICE LIGHT. Has a long, flexible 
special price are inflatable toy rep- gooseneck, an adapter for mounting 
licas of AC’s trade mark character on radiator. Can also be used on 
“Sparky,” for giving or selling. creeper or workbench. 


PARTS STORAGE. All- 
metal board has 18 
removable jars for 
storing small easily 
lost parts. Has spark 
plug chart at bottom. 


with Oe 


SERVICE SPECIALS 
: 


WRENCH KIT. Made main- ADVERTISING AID. Slotted all-plastic bulletin 
ly for plug work, but has board. Comes with 10 different tabs and 5 sets 
other uses. of price numerals. 
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IT MAKES SENSE to oil marketers 
if you remind their dealers that even 
the best gasoline doesn’t show up too 
well in a car with poor spark plugs. 
That’s why AC Spark Plug believes 
you’re talking the oil man’s language 
when you talk about ways to protect 
gallonage position. That’s why AC 
hammers away at the spark plug- 
gasoline tie-in. 

For the second year, the AC sales 
people will circulate GM Proving 
Ground test reports showing that spark 
plug performance is the most im- 
portant single factor in gasoline mile- 
age and engine performance. It’s the 
kind of dope dealers like because it 
helps them sell more plugs. 

The test results don’t surprise many. 
Their value is that they give official 
measurement of generally accepted 
facts. On a modern V-8 engine that 
normally averages 18 miles per gal. 
at 60 mph, the GM Proving Ground 
found that mileage declined to 15.5 
mpg (14% loss) with one plug mis- 
firing. With two plugs misfiring, 
mileage drops to 13.5 mpg (25% 
loss); with three plugs misfiring, 11 
mpg (40% loss). 

AC has an idea that the figures work 
two ways: (1) they’re a simple ready- 
made sales talk the dealer can present 
to his customers, and (2) they’re a 
constant reminder to the dealer that 
low mileage often pushes a customer 
to try some other brand of gasoline. 

AC has also found that it pays to 
wrap up some kind of useful station 
tool with spark plug orders. At least 
twice each year they offer dealers a 
complete spark plug merchandising 
campaign in a package. Along with 
an 8-Pac of AC plugs the dealer gets 
point-of-sale material and a service 
tool or a selling aid. His profit on the 
plugs generally equals all or most of 
the cost of the service tool, and in some 
cases the entire cost of the package. 

Recent items that have made a hit 
with dealers are a wrench kit, a bul- 
letin-type sign, a service man’s light, 
and a parts storage rack (see photos). 
Even the wrench kit, although designed 
primarily for spark plug installation 
and removal, is a handy tool for many 
kinds of service jobs. 

Advertising Aid. The “Service Spe- 
cial” sign is a slotted all-plastic bulle- 
tin board. It comes complete with ten 
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(Begins on page 151) 

tabs that advertise typical station serv- 
ices together with five sets of price 
numerals, Dealers like it because it 
permits them to advertise almost any- 
thing, any time, without a lot of fuss. 


Service Light. The service light has 
a long, flexible gooseneck, an adapter 
for mounting on the radiator where 
it sheds light over the entire engine, 
and a universal adapter for creeper 
or work bench mounting. It can be 


used practically all the time on any 
job. 

As a TBA supplier, AC believes it 
pays to integrate its efforts with other 
related phases of the station operator’s 
business. 


How to Combine Oil, Filter, Lube Sales 


@ Suggest a cartridge change along with the usual oil change and 
lube, Sun advises dealers 


@ Try for all three on one job ticket and you'll make extra money 


USE THE BIG THREE for plus 
profits, Sun Oil urges dealers in its 
“Big Switch” campaign. Sun adds up 
the profit like this: 
Average Gross Profit 

Oil Change $1.15 

Cartridge change 1.05 

Lubrication 1.30 


Total $3.50 


It takes only a few of those addi- 
tional Big Three service jobs to make 
a lot of extra profit. One more Big 
Three job a day brings in $105 extra 
profit a month, two more each day 
makes it $210 more profit for the 
month, three a day runs it up to $315. 

For that kind of money, Sun peo- 
ple recommend dealers set up a sim- 
ple incentive plan. You can call it a 
“Treasure Hunt”. To keep track of 
who gets bonuses, toss all the job 
tickets into a box labeled “Treasure 
Chest” or just hang them on a hook 
in the office or lube room. To be sure 
the contest creates new business, re- 
strict it to job tickets with a competi- 
tive door jamb sticker attached. 

Spot Those Stickers—One of three 
motorists buying Blue Sunoco gaso- 
line has a competitive door jamb 
sticker, That means that one of three 
is taking profitable lube and oil busi- 
ness to competition, Sun people point 
out. 

That’s why they call this program 
“Operation Big Switch.” It enables a 
dealer to convert all his gasoline cus- 
tomers to lube and oil customers 
for profits over and above his regular 
lube business. 

A dealer doesn’t need any compli- 
cated bookkeeping. All he has to do 
is count the job tickets and pay off 
daily, weekly or monthly. He can pay 
off individually or on a pool system. 
Sun suggests the pool system for 
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THREE-DIMENSIONAL plastic sign for driveway display ties in oil change and filter 


large stations where some men are 
inside most of the time. 

As an alternative to paying off on 
every eligible job ticket, quotas can 
be set based on the normal number 
of jobs. Then the payoff (perhaps on 
a more generous scale) is made on 
each ticket above quota. The quota 
system makes doubly sure the extra 
incentives apply only on extra busi- 
ness. 

Oil and TBA—The Big Switch 
campaign is an unusual example of a 
joint effort by the TBA and motor oil 
departments. It’s an outgrowth of 
Sun’s conviction that there’s an in- 
separable relationship between filter 
cartridge replacements and motor oil 
sales. Each helps the other, and it’s 
only good sense to promote them 
together. 

The campaign is also based on 
sound marketing statistics. There are 
55-million filter-equipped cars on the 
road. Yet annual cartridge replace- 
ment sales are only 75-million a year 
or roughly 1.5 per car. The bare 


minimum for any car should be at 
least two cartridge changes every 
year. 

Reminding car owners to change 
filters more frequently can have a 
decided impact on motor oil volume 
for one simple reason: installing a 
new filter cartridge automatically 
calls for the addition of 20% more 
oil to the crankcase. 

Forerunner of the current cam- 
paign was another joint oil filter- 
motor oil promotion last fall. At that 
time dealers were provided with a 
three-dimensional plastic display for 
mounting on top of driveway oil dis- 
play cabinets, see photo. Chief fea- 
ture of the display are side-by-side 
replicas of a Fram filter cartridge 


“and a can of Sunoco Special Hi- 


Compression motor oil. 

The slogan in raised letters on the 
display expresses Sun’s merchandising 
principle for the initial promotion 
and also for the more elaborate cur- 
rent campaign: “Change Both. . . 
for Cleaner Engines!” 
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NEW Rockwell-Nordstrom 
Steel 1000-Ib. Round Opening Valve ... 


Spring seated plug has full round open- 
ing. “O” rings seal to atmosphere and 
Sealdport® lubricant grooves stop leak- 
age of lightest gases or heaviest fluids. 


The new Rockwell-Nordstrom 1000-lb. in- 
verted plug valve is designed to give valve 
users all the proven benefits of lubricated 
plug valves, plus the advantage of a full 
round opening in smaller size valves. Here 
are just a few of the advantages of the new 
inverted plug valve: 


1. LOW TORQUE: “O” rings replace con- 
ventional packing gland . . . plug is lubri- 
cated for easy turning . . . rugged spring 
maintains perfect seating. 


2. FULL ROUND OPENING: No cavities 
. .. Minimum pressure drop . . . easy access 
for scraping. 


3. SIMPLE, RUGGED DESIGN: Com- 
pact dimensions save space, fewer parts 
mean fewer repairs. 


Rockwell-Nordstrom 1000-lb. round 
opening valves are now available in 2” x 
2'%"’ size with API line pipe thread for 
production, pipeline, refinery, marketing, 
marine and process services; and with ex- 
ternal upset threads for Christmas Tree ser- 
vices. Also available in 2” size with flanged 
ends (300-lb., 600-Ib. class). For complete 
details, see your supplier or send the coupon 
below. Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. Canadian Valve Licensee: 
Peacock Brothers Limited. 


SEND COUPON FOR COMPLETE DETAILS 


Lubrication makes the difference 


ROCKWELL-Nordstrom VALVES 
another fine product by @ 


ROCKWELL 


Rockwell Manufacturing Company 
Pittsburgh 8, Pa. 


[] Please send Bulletin V-6 11 on the new Rockwell-Nordstrom 
inverted lubricated plug valve. 


[_] Please have a Rockwell Field Engineer call me for an 
appointment. 


Name 
Company ___ Address 


City Zone a 








Hey, Herman... Snap-Tite valved 
couplings come in big sizes too! 


: 


‘ 
4 
> 


i? 


There’s a size and type to handle almost anything that flows 


Snap-Tite can provide the right size valved coupling for most any use . . . with 
quick off-on action wherever coupling or shut-off is required. 


TO USE SNAP-TITE : “H” series valved couplings for high pressure applications. High resistance to 
: heavy line surge. Sizes from 14” through 6”. Larger sizes on special order. 


: VALVED COUPLING: 


“IH” series valved couplings for greater impact in air lines. 14” through 14”. 


“E” series valved couplings for vacuum and very low pressure. Recommended 
for gravity flow. Sizes from 14” to 6”. Larger sizes on special order. 


“T” series valved couplings for hard to handle fluids. The only valved quick- 
disconnect couplings now on the market for fluid temperatures from —40°F 
to +400°F. Sizes from 14” through 3”, 


Snap-Tite valved couplings are available with two-way or one-way automatic line 
shut-off. They are normally furnished in alloy steel. Also available in brass, 
aluminum, or stainless steel with a variety of finishes. 


*% 


Write for Snap-Tite Catalog No. 58 
for more information on Snap-Tite CF 
valved couplings. 
UNION CITY, PA. 


ST-58-02 
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Tires—Batteries—Accessories 





Jobbers Try TBA Group Buying 


@ Ten Alabama oil jobbers have made the plunge jobbers often talk about 


@ The plum? Larger discounts on tires—plus joint promotion and 
streamlined TBA handling 


TIRE PRICING is unlike that of any 
other TBA product. If the same sys- 
tem prevailed in oil marketing, both 
jobbers and serv- 
ice stations 
would go to any 
lengths to reach 
the next higher 
gallonage brack- 
et to get the au- 
tomatic increase 
in margin. 

Some form of 
group buying 
for TBA and/ 
or motor oil is a 
perennial _ topic 
at jobber meetings. Now ten Ala- 
bama jobbers have organized South- 
ern Marketing Warehouse, Ltd. The 
new firm is currently distributing 
Mohawk tires to some 200 service 


nn * 
Be Se 


By Frank Sturtevant 
TBA Editor 





AO, 000.000 


Batteries worth 
_ of Experience 


106th lll tl 


For more 
than 41 Years... 


PRIVATE BRAND BATTERIES 


For Many of the World’s 
Leading Marketers 


5 Modern Plants, Strategi- 
cally Located To Serve 70% 
of the Country’s Automotive 


es 7 7777/7 // 


stations from a Montgomery ware- 
house. 

Mohawk is offering dealers a co- 
operative newspaper advertising cam- 
paign and, in addition, is sponsoring 
a series of prize drawings. Winners 
in the “Lucky License Sweepstakes” 
get Mohawk tires installed on their 
cars. Extensive radio and television 
publicity backs the Mohawk tire 
drive in the local marketing area. 

Original jobber members of South- 
ern Marketing Warehouse are: Sherer 
Oil Co., Jasper, Ala.; Joe E. Hutchi- 
son, Panama City; Moody Oil Co., 
Decatur; Strong Oil Co., Selma; 
Smith Oil Co., Tuskegee; Quality Oil 
& Recapping Co., Marianna, Fla.; 
and Forgan Tire Co., Andalusia, 
Ala., and Fort Walton, Fla. Included 
in the group are jobbers for several 
major oil companies. 


/ 





Q@) Helical Pumping Gears .. . 
shafts with sliding fit; run in axial hydraulic balance. 


(2) Heavy Duty Bearings .. . 
lubricating. 

(3) Adjustable Relief Valve . . . 
pumping... 
Mechanical Seal . . 
precision lapped for positive sealing and long life. 


While the jobbers involved have 
their eyes on the discounts they'll get 
by pooling their joint tire volume, 
the chances are they'll find plenty of 
opportunity for TBA profits in other 
ways. For one thing, TBA distribu- 
tion methods in petroleum channels 
leave lots of room for improvement. 
A well-managed warehouse can give 
better service to dealers and cut costs. 

There’s another angle perhaps 
more important than the volume dis- 
counts. The concentrated advertising 
and promotion the jobbers are doing 
will help their dealers more than 
their former individual efforts did. 
Stronger dealers make better gasoline 
outlets. 

Pushed with energy and vigor, 
there’s no reason why the joint ven- 
ture can’t do a better all-around job 
of TBA merchandising. s 





Built for 
Fast, Cost-Saving 
Deliveries 


40 to 122 GPM 
To 100 PSI 


hardened iron; keyed to 
high-lead bronze, self- 


permits full capacity when 


nozzle shut-off without stopping pump. 


. self-adjusting; mating surfaces 


Registrations. 


PRICE BATTERY CORPORATION 
HAMBURG, PENNSYLVANIA 
Atlanta, Ga. Wapakoneta, Ohio Waltham, Mass. 


One of the Pionere of DRY-CHARGED Batteries 1) 


6) Outboard Bearing . . . ample size for full shaft support 
and protection to gears and inner bearings. 





Roper Hydraulics, Inc. 
476 Blackhawk Park Avenue 


Rockford, Illinois ROTARY PUMPS 
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Only an Alemite Wheel Balancer 
corrects both up-and-down and side-to-side 


unbalance...handles all size wheels on-the-car... 
Never becomes obsolete! No attachments to buy! 





4 





Faster, easier balancing— 
; ; : EXCLUSIVE HAND STROBE LIGHT 
to build your service profits ppcleny trsence 
with these exclusive advantages ee RN 
: EXCLUSIVE PICK-UP 
of Alemite Wheel Balancing: oleae tel 


both up-and-down and 
side-to-side unbalance, ¥ 


e Fastest, most accurate wheel balancing ever 
— without adding or removing anything from 
wheels. 


e New damage-proof extra sensitive dual 
vibration pick-up ¢ Powerful spinner turns 
wheels at speeds up to 100 m.p.h. ¢ Dual hand 
and foot controls for both spinner and brake, 
for easier, more convenient operation ¢ 
Feather-touch safety brakes for positive, 
time-saving stops e New folding handle 
takes less storage space. 








ALEMITE WRITE FOR CATALOG — 


OIiviston 
4 i) : Peal , OR ASK FOR FREE WHEEL BALANCER DEMONSTRATION 


. IRPORATION | Dept. AS-69, 1850 Diversey Parkway, Chicago 14, Illinois 
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Lube oil drums are 
held in tilting rack 


Four kinds of oil 
can go in buckets 


Quarter barrels come 
off with handy skid 


Equipment 


Reels get oil from 
two compartments 


Storage space 
holds packaged 
motor oil 


How One Lube Truck Does Many Jobs 


Demand for packaged lubes is growing on the West Coast, where motor 


oil is traditionally delivered to stations in buckets. Here’s how 
Signal Oil solved the problem of carting lubes in both bulk and cans 


BULK OIL may be losing its dominant 
position on the West Coast. At least 
one oil company, Signal, finds its 
dealers are selling more canned oil, so 
it’s changing its delivery equipment to 
meet the new trend. 

Signal’s latest lube oil delivery unit 
has an 800-gal. obround tank with 
shelf and platform space to accommo- 
date the following items: 

4 50-gal. barrels; 

6 quarter barrels; 

12 35-lb. pails of grease; 

60 cases of motor oil (each case 

containing 24 quart cans); 

50 5-gal. buckets. 

In addition, two 50-gal. barrels are 


mounted on tilting racks at each front 
corner of the truck frame. 

The truck has two pumping systems, 
one on each side. Each consists of a 
2-in. Granco pump, a T-6 Smith 
meter, an Ace electric-powered, rear- 
mounted, hose reel, and 50 ft. of 1%4- 
in. hose with nozzle. The right hand 
pump draws from a 250-gal. front 
compartment, the left hand pump 
from the second 150-gal. compart- 
ment. 

Four 100-gal. compartments deliver 
to faucets at the curb side. 

Tuttle Manufacturing Co., Los 
Angeles, built the truck. H. S. Kelsey, 
Signal’s motor transport manager, says 


June, 1959 * NATIONAL PETROLEUM NEWS 


it was specifically designed for a full- 
day trip: that is, to leave the terminal 
with a full load in the»morning and 
return empty to the téiprinal at the 
end of the day. r 

Gross weight %% : Ibs. on a 
two-axle cab-over- $.chassis, with 
153-in. wheel base; two-speed rear 
axle; five-speed tfansthission; air 
brakes; and Lee 10 x 20 tires. Gross 
payload as 15,000 Ibs. 

Since the truck went into operation 
earlier this year, it’s dispensed more 
product in less time than other lube oil 
trucks in the area, says Kelsey. Signal 
expects to add similar units to its 
fleet. @ 
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FROM ae iatlae. Wet W/ AAR 


es 


\ 


LUBRICATING EQUI 


ona en ase 


meee | 
Lincoln’ (fale 


‘eor-Villalre Lubreels* 


ese gegen ere y ee 


will add a real touch of Sieence to your lube 
room, win customer approval and inspire con- 
fidence that builds and keeps more service sales. 

Operators like the easy way these Golden 
Standard Lubreels handle, with their exclusive 
air-power operation and smooth, safe retraction 
for faster, more efficient lube jobs. 

Lincoln Golden Standard Lubreels are 
available for all services (also available in 
spring-powered models) to satisfy any lube room 

jirements. Easy to install, they give you de- 
eon performance year after year with an 


absolute minimum of maintenance. 


5O years 


Wi Lincoln 


y-\ i ae OTe} onl olg-t-¥-1e) a-) 


in 200 models, from ¥j to 20 HP, horizontal 
vertical mounted tank. 

Featuring loadiess starting, automatic start 
and stop as well as continuous service operation 
on horizontal models. 

This complete new line of Lincoln air com- 
pressors embodies the finest engineering and 
construction. It proudly bears the Lincoln trade- 
mark, a traditional symbol of high quality, de- 
pendable performance and long, economical 
service life—a symbol of the skill, experience 
and integrity with which Lincoln backs all its 
products. 


For complete information on this quality equip- 
ment, send for Catalog 57 and Bulletin A-110. 


*Teadomert Registered 


LINCOLN ENGINEERING COMPANY 


Division of The McNeil Machine & Engineering Co. 
4010 GOODFELLOW AVENUE «+ ST. LOUIS 20, MISSOURI 
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Three Ups Make an ‘Oops’ 


( AOE OCTANES are up in the Midwest this month. Demand is up. Most 
of all, stocks are up. The upshot is: Prices are on the down side. 

In fact, the June 1 switchover by Great Lakes Pipe Line Co. from 89 to 91 oc- 
tane minimum housebrand specifications (from 91 to 92 at Chicago) touched off 
a chain reaction of discounts that could spoil the summer for refiners. 

Links in the chain: 

e@ Suppliers overloaded with 89 octane regular have been scurrying to move it into 
other hands before the changeover. This called for discounts—0.25¢ or 0.375¢ to 
jobbers, an additional 0.25¢ to 0.5¢ to resellers. 

e@ Refiners already making 91 octane met resistance from their jobbers, who cited 
these offerings of lower-grade product at fancy prices. So concessions had to be 
made. 

e@ Branded jobbers set up a cry that the flag was costing them 1¢ gal. extra. 

Loudest explosion in the chain reaction came in May when 50,000 bbl. of 89 
octane product was sold to a reseller at 10.75¢ gal. The price was supposed to be at 
least 11.75¢ to resellers. The material found its way to northern Great Lakes Pipe 
Line terminals in the hands of a private-brand chain operator. He passed much of 
it along to other resellers as payback. The latter bought and sold cheap. 


Retail ‘Gas’—Switch from the Expected 


Mandatory controls on crude and product imports were supposed to spell the end 
of retail gasoline price wars. This is how it was to work: 

With low-cost crude and products imports reduced, refiners would turn to higher 
cost domestic crudes to make up a greater share of U.S. needs. Gasoline prices 
certainly would rise under this pressure; actually, gasoline prices might be in 
double jeopardy because domestic crude also might advance. All refiners would 
be reviewing their spot accounts and marginal customers with the idea of drop- 
ping them. At the very least, unbranded buyers could be expecting higher costs. 
Traditional price war areas would lose some of their traditions virtually overnight. 

But something happened. Gasoline continued to find its way into independent 
hands. The amounts were sometimes surprising in view of the fact that many 
large and small refiners contended they had gasoline inventories in balance and 
intended to keep them that way. 

Nevertheless, all fights flared and the cuts were as deep as ever. A Houston 
private brander had an official opening (he had been operating several weeks) and 
chopped his pump prices 11¢ gal. to 7.9¢ for regular and 9.9¢ for premium (ex 
8¢ taxes). 

It lasted only a few days, but a number of the town’s dealers were “shook 
up.” At Kannapolis, N. C., retail troubles brought the net tank wagon price down 
to 5.4¢ gal., with Charlotte not far above at 6.4¢. It also lasted only a few days. 


LP-Gas: A Price Cut and a Look Ahead 


Propane contract prices were cut 0.5¢ by most manufacturers by mid-May. These 
cuts came on persistent reports that spot prices were off a full 1¢. When contract 
Group 3 prices were at 4.5¢, sources said spot sales were being made at 3.5¢, 
Group 3, and as low as 2.5¢ in West Texas. 

LP-Gas makers say they have their sights aimed at a 5.5¢ and even 6¢ gal. Group 
3 price for next winter. Considerable weight is being given, however, to the depth 
that summer prices dip. A Group 3 price of 4¢ is considered not a bad base for a 
sharp comeback in the fall. 





YOUR GUIDE TO NPN PRICES 


Market barometer ....... page 16! 
Refinery and terminal prices . re 
Key crude oil prices ....... Maids .d<weile ds 163 
Tapk: Ween DUNIEL. osc cin oe sevs oe 164 
Gasoline consumption by states ............ 166 
Gasoline prices for 55 cities .............. 167 
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Se Bat oh 


soe isd me ol stie! a=) 


the money better 
illumination 


—so much light... such 
long service ...so little — with a new, 
operating and simplified design 
maintenance costs. that makes the 
most effective 
use of all ultra 
high output lamps 


— with porcelain enameled improved power 


including the new 


steel .. . outdoor- groove lamp. 
engineered to assure long, 


trouble-free performance. 


PROVE TO 
YOURSELF 


how you can get the advan- 


— with its low initial cost, fluorescent lighting in a fix- 


tages of efficient, modern 


its big savings in operating ture that pays for itself in a 
and maintenance costs few months with the sav- 
and its high output of ings in operating and main- 
fluorescent light. tenance costs. Write for the 


new Guardian Bulletin B26. 


sits ight-company 


OAK PARK, ILLINOIS 


as" S00 NORTH BLVD. 
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PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR GRADE _ 


12.0 12.0 


REGULAR GRADE 
11.0 INE 11.0 

KEROSINE 
10.0 , 


9.0 NO. 2 FUEL 9.0 


8.0 COASTAL CRUDE 8.0 


7 30 GRAV. LOW COLD 7.0 


CENTS PER GALLON 
CENTS PER GALLON 


6.0 6.0 





5.0- : 5.0 
ie = NO. 6 FUEL 

4.0 4.0 

3.0 — 3.0 


YEAR Si 3° SS 7 JFMAMJJASOND YER SIN 36 WV JFMAMJJASOND 
1959 1959 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


4.60 
4.40 
4.20 
4.00 
| FOUR PRODUCTS 
3.80 


3.60 


DOLLARS PER BARREL 
DOLLARS PER BARREL 





~y 
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Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 
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All prices are Bo ny Bd by Platt’s Oilgram Price Service, NPN‘s as- 
ment of fhe prcgbreceding the wrtow, Prices ws Sf" May" 18. Las 
previous listing: April 16th. ‘ sia tie caalai 





Motor Gasoline 


Gulf Coast 
100 oct. prem... .12.875-14 
99 oct. prem.....12.5-14.54 


13 
11.875-12.625 
11.5-12.25 
11-11.75 
10.75-11.5 


10.5-12 

10. 125-10. 625 
+ 9.5-10.5 

9.375-10.375 


98 oct. prem... . 
96 oct. prem.... 


95 oct. prem. 
90 oct. reg 

7 oct. reg 
Chicago, Ill. 
99 oct. prem... ..14.25W-14.5 
98 oct. prem,....14W-14.25 
97 oct. prem..... 13.5W-13.75 
92 oct. prem 
91 oct. reg 4 
89 oct, reg.......11.5W~-11.75 
15-15.5 
13-13 25 


. -15.45-16.25 
15.2 


? 3333 
H R228 
HL, 


S383 
BRE 23 


1145-148 
Fa 


12.8-13 4 


4 HH 8 


14-164 
13. ti 25 
12-13.4 
11, 75-12. 25 


Okla. (Okla. Shot.) 

99 oct. prem 14.5W-15.75 
89 oct. reg 12.5W-12.75 
Okla. Group 3 Marie, | howy 
99 oct. prem 4.5 

89 oct. reg 11.5 at H 
N. Tex. (Tex. & a3 bet at) 
98 oct. prem 


162 


Gon. 0 ioe Se, Bot) 
prem... . . 14.875-15.5 
Teg... ...-13,25-13.75 
Peg...» 1-18.96 


S2SEMm eeeess 
eye ne 


sresesg 
RRRRRE 


] 


Kans. (For Kans. ypc only) 
99 oct. prem.... . 15.7. 
89 oct. reg.......12 iS 


Western Penna.—Bradford-Warren 
98 oct. prem. 75 
93 oct. reg 


Oll City 
9§ oct. prem... . .14.75-15 
93 oct. reg... ....13.25 


Ohio—Quotations by Sohio for 
delivery to Ohio 4-7} 


Central Michigan 


California—Los Angeles District 
Rack: 


98 oct. prem... ..13.5W-15.7 
94 oct. prem.....12.5W-14.6 
88 oct. reg.......11.5W-12.65 
84 oct. reg 11W-12.6 


Tank Car: 
98 oct. prem 
94 oct. prem..... 


84 oct. reg 


Tank Truck (400 or more) 
98 oct. prem 
88 oct. reg 17.8-17.9 


San Francisco District 
Tank Truck (400 gal. pone 


88 oct. reg 18.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 

41-43 w.w. kero. .9. 125 -10.375 

No. 2 fuel. . : 

53-57 d.i. gas oil... v 

48-52 d.i. gas oil.. 

43-47 d.i. gas oil. 

Bunker C fuel.... 

Bunker C fuel 

max 1% sulf. 

Albany, N. Y. 

gee No, 1..11.4 
10.9 


$2. 25-2.35 


Baltimore, Md. 
Kerosine, No. 1. . 


Buffalo, N. Y. 
Kerosine (a). .... 
Diesel fuel (a)... 
No. 2 fuel (a)... . 1 


(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher 


Charleston, S. C. 
Kerosine, No. 1. .11.3 
No, 2 fuel.......11 
Diesel oil, shore 


11.1 
No. 5 fuel $2.94 
No. 6 fuel, no 
y 45 


$4.52 
$2.42 


Chicago, til. 

Range oil, No. 1..10.75W-12.25V 
No. 2 fuel. 10W-11.35V 
No. 5 fuel, low. 

sulfur... . ..8.7V 

No. 5 fuel, high 
REE: 8.65V-8.75V 
No. 6 fuel, low 

sulfur. . . 7.650 

No. 6 fuel, igh 

sulfur. . BYE. 

Cleveland, Ohio 

No. 6 fuel. 

* Delivered Cleveland 


Corpus Christi, Tex. 


12,25 
« © 12.25-12.75 
r - 11.75 
No. 6 fuel....... 4 H 
Houston, Tex. 
Kerosine, No. 1. B. at 1Wv 
_do barges 


do barges......9. 75¥ 
Diesel oil, shore 


bunkers 


Jacksonville, Fla. 
Ke 


Minneapolis/St. Paul, Minn. 
ail. No. 1,.11.18W-11.9 
10.43W-11.1 


No. 6 fuel, hi 
sii" 4V-9.4 


New Orleans, La. 

Kerosine, No. 1.. 

No. 2 fuel 

Diesel oil, — 
plants 

No. 5 fuel. . 

No. 6 fuel, no 

sulf. Sonaes 
do barges 

Light Diesel, 

bunkers... . 

Heavy Diesel, 

bunkers......... 


New York Harbor 
Kerosine, No. 1. .11 


10.7 
10W-10.5 


..$3.46-4. 16 


$2.40-2.48 
$2.37-2.45 
$2.65-2.73 
$2.62-2.70 


Norfolk, Va. 
nage No. 1.. 
No. 2 
Diesel oil, shore 
lants 

o. 6 fuel, no 
> 


Diesel oil, shore 


Philadelphia, Pa. 
Kerosine, No. 1. . 


$2.40-2.48 
$2.37-2.45 


$2.65-2.73 
. -$2.62-2.70 
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Key Crude Oil Prices (As of May 15) 
wet —— 

Wiminton, BN aii ogni duces egendtacicudcuaeceon $3.23 
vetes Teas a SE ckiccsc0ctandy eeieccccens 2.79-2.83 
a ad davédscbswanstocsbeeens 2.77-2.97 

Fee SI EMI bc inckcdcacacasdedpeteccnced 2.62-2.87 
Pennsylvania 

BNE MG Task ches bak occoucssconsccckacesacactiadpa 4.25 

Canada 
All 
a GU LabtliskadbacadvisdydouaGeschsthacsnasvaen 2.38 
fenezue' 
a heavy, FOB Las Piedras, flat.............. 1.73-1.88 
Persian Gulf, FOB Ras Tanura 
SA I idnvachechatsdcconaenccse<seeus 1.89-1.90 
Port E = Fila. 58 & above d.i. 
Kerosine, . 11.65-11.9 Diesel. . . . .9.875W-10.5V 
No. 2 fuel....... 11.4-11.7 No 1 fuel....... 9.75W-10.25V 
Diesel oil, shore No. 2 fuel.......¢ -9.5W 
ran peesiey 11.4-11.7 No. 6 fuel....... $1.80-1.90V 

o. 6 fuel, no 
cuit ‘ $2.43 Spe he & New Mex. shpt.) 

do barges...... $2.40 kerosine.........10.5-11.25 
Light Diesel, 58&abovedi. 

- ea 4.914 °  Seseeig ‘ ee ..10.5-11 
—s an No. 6 fuel....... $1.95-2.50 
Portland, Me. rat Maas & New.Mex. shpt.) 
Kerosine, No. 1..11.4 11-11.25 
No. 2 fuel. ...... 10.9 58 ey above di i : 
ee pt anne ee ee, (that 

Hants... ....... 1 No. : fuel....... 10.25-11 
o. 6 fuel, no No. 2 fuel... .... 
“_ teovecees $2.46 No. 6 fuel. ...... $2.60 
pa C es 4 E. Tex. (Truck transport lots) 
bunkers......... $2.46 ba w.W. 10.-11.1 
Providonce, R. |. b Sa oe hl Be ee: 
Kerosine, No. 1. .11.3 Diesel........++. 9.75-10.5 
nh gC No. 6 fuel. ...... $2.00-2.50 
pt eng e Cent. W. Tex. (Truck Transport lots) 
lo. § fuel. ...... $3.52 vas Lon agg 
No. 6 fuel, ee ee ee ners. 
sulf. guar........ $2.53 58 8 & ab above d.i. 

do barges...... 9.46  .  Dhasal......2.... .75 
No. 6 fuel, max No. 6 fuel. ...... $2.60 
% ee fn — (For Kans. destinations only) 

lo — bea any : wow. 
Bunker C, kerosine......... 10.5W-11V 
bunkers......... $2.46 52& sere i 10 
Kerosine, No. 1. .11.7-12 Beabovedi 
a No. fuel. -.:./10.25-10.75¥ 

ts 11.5-11.8 No. 2 fuel.......9.5W-1 
eee No.6 fed... $i.70 
No. 6 fuel, no No. 6 fuel. ...... $1.90 -2.00V 
a =. Keene ee ry? (For shpt. to Ark. & La.) 

jo barges...... } w.W. 
Light Diesel, kerosine......... 11.125 
bunkers......... $4 Tractor fuel... .. 11.75 
Heavy Diesel, 52 & below d.i. 
bunkers......... $3.25 "ES 10V 
Bunker C, 58 & above d.i. 
bunkers......... $2.42 D al. ware eeees 10 piv 

“4 | See 

Kercaine, No. 1, .11.55-11.8 No. 4 fuel. ...... $2.75 
No. 2 fuel....... 11.3-11.6 No. 5 fuel. ...... $2.55 
Diesel oil, No. 6 fuel. ...... $2.40 
, enor 11.3-11.6 Western Penna.— a 

4 "Sees PS 
ar =... Snake oe Fe cetane Diesel. . Ht ame 5 

lo barges...... me cy SS es 
Light Diesel. .... $4.872 No. 2 fuel....... 
— Cc, $2.34 36-40 ae fuel. 10. 75-11.75 

MROCTS. wwe eee ee e ou City 
Toledo, Oho K 
Kerosine........ 12.8 
Diesel oil........ 11.9 
No. 1 fuel....... 12.55-12.9 
No, 2 fuel. ...... 11.55-11.9 
No. 5 fuel....... 8 eh 
No. 6 fuel....... 25 
Wilmington, N. C. 

Kerosine, No. 1 


La. 389 
No. tas we 10.85W-11 


R Dire rit ces 11.1 

lo. 4fuel....... $3.44 

No. 5 fuel....... $2.95 

Light Di 

bunkers......... $4.53 

Okla. (Okla. shpt.) 

42-44 w.w. 

kerosine. . ..10.375W-10.875V 
58 & above di. 
Diesel...........10W-10.625V 
No. 1 fuel....... 10 1269-10, 25W 
No. 2 fuel.......9.375 5v 
No. 6 fuel....... $1.30 2 “OY 


Okla. Group 3 (Northern shpt.) 
42-44 w.w. 
kerosine......... 10.25W-10.75V 





No. 5 - -9.1-0.2 
No. 6 fuel....... 8.35-8.45 


Ohio Quotations for Sohio for delivery 
to Ohio points 


June, 1959 * NATIONAL PETROLEUM NEWS 


Diese! fuel 
OS, ae 8.5-11.25 
t fuel 
Mr sevecsse $2.80 
Heavy fuel 
ee $2.15-2.35 
Tank Car: 
40-43 w 
kerosine......... 15.8 
Stove dist. 
, ee 9-15.3 
Diesel fuel 
es 8.5-13.8 
Light fuel 
ths ccen eu 80 
Heavy fuel 
Meicncende $2.15-2.35 
Tank —_ (400 gal. or more) 
40-43 w. 
Sonlen yer es 19.3 
Stove dist. 
| § Sraaery 15.8 
Diesel fuel 
) aa 14.3 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine......... 16.3 
Stove dist. 
i ackneses 15.8 
Diesel fuei 
dssecesed 14.3 
ht fuel 
Bisestesess $2.85-3.03 
Heavy fuel 
Satinnkins $2.40-2.58 
bay Truck (400 gal. or more) 
Ww 
kerosine......... 19.8 
Stove di 
i) ea 16.3 
Diesel 
ae 14.8 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—PS 200.. .$5.09 
Bunker C—PS 
Ch acasecsences $2.10 
San Francisco, Calif. 
Diesel—PS 200... $5.30 
Bunker C—PS 
Resawacaesce’ $2.15 
Seattle. Wash. 
Diesel—PS 200.. .$5.55 
Bunker C—PS 
hs pacasencnness 50 


159 liters. 


Guaymas 

icntanecud 89 
Bunker C....... $3.20 
Manzanillo 
Diesel. .......... $5.42 
Bunker C....... $3.20 
Minatitlan 
Diesel.:......... $4.12BV 
Bunker C....... $2.15 
Salina Cruz 

ede cna $5.42 
Bunker C....... $3.20 
ae 
eee $4.13 
Benker Wak conve $2.15 
Vera Cruz 
Bunker C........ $2.15 
At most Ateatis Cost of 


some sellers for distillate fu fuele > > bulk 
commercial consumers are 0.15¢ higher 
than prices shown. 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
tines | originate in any Mid-Continent 
district. on basis of last sale unless 
otherwise designated. 

FOB Group 3 

Grade 26-70 

45¢ 


FOB Breckenridge, Tex. 
—_ 26-70 
¢ 


LP-Gas 


Producers contract prices, tank cars 
New Yor 


) re 8.55V-10.3* 
Philadelphia... ..8.3W-9.3V 
=e 
ac ekcovneaeas 


nen ay 


Group 3......... 4V-5.5 

Baton es . - 4.875 Y-6. 125 

New Orleans... .. 5. 

(*) = T= poe posting of one seller 


Lubricating Oils 


Western Penna. 
Mo Neutrals—No. 3 Col. Vis. at 


edn hss, “pail abeaes 





basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals 
vis. at 100° 0-10 p.p. 


Pane 

150-160 vs. D 

‘on DPivive<ee- = P 
re 

120 vs. B 

010 pp......... 20 

Bright —Selvent 

150-160 vis. 


0-10 p.p., 95 v.i...23-24 
Neutral Olls—Conventional— Pale Oils 
60-85 


vis. 
No. 2 col....... 14.75 
86-110 vis. 
No. 2 col,....... 
150 vis. No. 3 col.16.5 
180 vis. No. 3 col.16.75 
200 vis. No. 3 
250 vis. No. 3 col.17.5 


300 vie No 3 col.18 


Neutral Olls—Solvents— 95 v.!. 
170-180 vis...... 19.25-20.25 
200-210 vis...... 19.5-20.5 

WB ivcctevu 5-215 
Cylinder Stocks 

ar. olive 
Dinsccesveses 17.5 
Gulf —y ae 
Solvent Refined Oils from Mid-C 


tinent grade crude: FOB ship at Gulf for 
export. 


+ ch ge vis. at 210 

150-160 

oO et. 96 vi. 2) 

~ == liane Pena 95 vi 0-10 p.t. 
via, 20 





Yat 100°" F., FOB 8. Tex. refineries for 
domestic 


and/or export shipment. 

Pale Olls 
100 vis. N 
uss s ebocse 15.5 
2-3 cols.......... 17 
300 vis. No. 

Gi dncadees- 175 
1g30% eo... 18 
+ No. 
ae 18.25 
1200 vis. No. 

Cdacdoddsce 18.75 
200 vis. No. 
Oia wecanessss 19.25 
Red Olls 
100 vis. No. 
6-6 eol........... 15.5 
200 vis. No. 
CS es 17 
300 vis. No. 
6-6 ool........... 17.5 
500 vis. No. 
5-6 col,.......... 18 
750 vis. No. 
6-6 col,.......... 18.25 
1200 vis. No. 
ee 18.75 
2000 vis. No. 
ol eo 19.25 

(Continued on next page) 
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Crude Scale Wax 


Providence; R. |. 


194-190......... 6.6 Naphthas & Mineral spirits. ..18.8 


Refined Wax 
123-145. ........7.65 


Solvents 


149-151......... 9.15 Baltimore, Mid. 


FOB Group 3 
Stoddard solvent. 13.375 
leaners aaphtha.13.875 


Mineral spirits. ..17.5 


«13.875 
ERAT 19.5 Lacquer diluent 14. 125-14.375 


Western Penna. (t.c. in bulk) 
‘ Western Penna. 
pean anf _—, 5 Bbis.; carloads; tank cars, 2.26¢ less. Wie ee Harbor 
é Snow white 125A 

Seaboard Wax Soft white 

Prices are for bulk Frocks FOB. Lily white 

in tank cars or tank rocks, I F. Kia mm . 
Soft yellow 


tic or Gulf Coast refine 

add: 0.9¢ Ib. for 00 x. ... Light amber 
1.15¢ for 1,000 Ib. skids; 1.6¢ Ib. for 55 Amber 

Ib. cartons. Melting points are AMP. Red 


a Pa. 


PA I-13 wWwoo 


naphtha. . 
M, — spirits. . 


] 
Mineral. spirits. ..18 


htha. 
Petrolatums nahi. spirits. ..18.5 Benzol diluent... 15.125-15 625 


Western 
Oil City: 
Stoddard solvent. 18 


os me pl 
Stoddard solvent . 18 














Prices for gasoline do not include taxes; they do however, include inspection fees, Rs 15 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate fora 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 


z 2 : Z . Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 

footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where Tank car index is weighted average of following wholesale markets for regu- 
levied are indicated in fcotnotes. Discounts if any, are shown in footnotes. These prices lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
in effect May 15, 1959, as posted by principal marketing companies at their head- Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 


quarters’ offices, but subject to later correction. sonville, Boston, and Gulf Coast. 





Tank Wagon Prices NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
16.34 2.70 
16.13 277 
16.30 2.58 








Mobil Oil Co. 


Mobiigas Gasoline 
(Regular) 


Cons. Gasoline *Mobil Kerosine 
T.W. Taxes T.C. Yard T.W 


16.4 
16.4 
16.4 
Q ee ee 16.4 
| Be ee 16.4 
Mt. Vernon, N. Y......  «... 

Albany 

Binghamton 

Buffalo 


New York City 
Manhattan 


oo 
— 


: Bo Er bo en eo to GO IEW: ae 


— 
COOSOCHBSSOOSOOOCOSSOOCCOSS 


. “+4 part 
WWOM mm RAS: Howes: 


Portsmouth... 
Providence, R. I........ 
Burlington, Vt. 
Rutland 
*Com. cons. t.c. prices 0. 15é higher. 
ae NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 


1 Cw wROMERWaAMOwOwam: n° ww - 
& ‘cer. 
nb 
woe: 


bo So bo me me me OAT, 
UnNoDoeonUoooooooooooooooSS 


Mobilfue! Mobitheat 


*(No, 2 Fuel) 
Yard T.W. 


1S: 41 eeeoo Ane 
' 8 gi same £85 


ee ee et et et et ee . 
+ SCmrOnnwnwrn : =: 
. NQNOHeNtOwwmwo: o-- 


iscounts: Mobil Kerosine & Mobilheat—NYC (all boroughe) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulkfterminals. 


‘Paragon: 


30 E. 40 ST., N.Y. C. EM 1-4100 Risers cud ee Jersey 








@ SOLVENT NEUTRALS 








Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Sydney, N. S. Boston 


AND BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 


KERR-McGEE OIL INDUSTRIES, INC. 


* Phone; RE. 9-0611+0O 








(To obtain more data on advertised products see page 168) 
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Atlantic Refining 





Atlantic Gasoline Kerosine 
(Regular No. 
Cons Gasoline No. 1 Fuel (a) Fuel fa) 
T.W. Taxes T.W. T.W. 
16.3 8.0 15.6 14.9 
16.3 8.0 15.85 15.2 
16.3 8.0 15.85 15.2 
a 16.3 8.0 15.85 15.2 
uk 16.3 8.0 16.15 15.5 
Jj 16.3 8.0 16.15 15.5 
See **16.1 17.1 8.0 16.4 15.55 
Altoona Whsenas cca keting **16.1 17.1 8.0 16.4 15.55 
ER Re Se **16.1 17.1 8.0 16.4 15.55 
Greensburg............. **16.1 17.1 8.0 16.4 15.55 
Wilmington, Del......... 14.3 15.9 8.0 aaa gota: 
Hartford, Conn.......... 15.2 16.7 9.0 sae fe 
New Haven....... cance? ane 16.7 9.0 oe 15.2 
Boston, Mass............ 8.5 ye , tay 
Springfield.............. 15.7 16.7 8.5 mare pry 
Providence, R.I......... 12.9 14.9 9.0 : 15.0 
Camden, N.J........... 14.2 15.7 8.0 15.3 14.8 
) ae 14.2 15.7 8.0 15.2 14.7 
| et eee 16.1 16.6 9.0 15.6 14.8 
Binghamton............ 16.4 16.9 9.0 16.2 15.5 
Buffalo............ iso 16.1 16.6 9.0 16.8 16.4 
| Sys. 16.4 16.9 9.0 16.6 15.9 
ee Ee 16.4 16.9 9.0 16.3 15.7 
Syracuse....... bees 17.1 9.0 ae aa 
Baltimore, Md.......... 14.9 15.9 9.0 ly 14.6 
Richmond, Va. os bhp ae 15.9 9.0 15.4 14.7 
Charlotte, N.C. ay te 14.9 15.9 10.0 15.5 14.8 
Jacksonville, Fla. enr tae 14.9 10.0 baa ees 
iami.... Teter 14.9 16.1 10.0 odes 
*Fair-trade minimum service station price ooo 19.9 
**Fair-trade minimum service station price. . . -20.9¢ 


Heavy Fuels 
No. 5 No. 6 
OS BO Eb Sig cey 05 A haar ndidwsund 

*Less voluntary allowance, 0.19¢. 

Notes: Premium-grade t.w. prices 3 .5¢ above regular. Kerosine—Penna., add 1¢ gal 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 


gal, 2¢ for under 100 gal. (a) Prices subject to 0.5¢ gal. discount; except Philadelphia 
and Camden, 0.6¢, and Charlotte. 


Esso Standard 


9.67 7.4° 





Esso Gasoline Kerosine 
(Regular) and No. 2 
Dir. Cons. Gasoline No. 1 Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
Atlantic City, N. J. 14.2 15.7 8.0 15.2° 14.7 
N k 14.2 15.7 8.0 15.2° 14.7 
14.9 15.9 9.0 ‘onbe 15.0 
15.9 16.9 9.0 cade 
14.9 15.9 9.0 ee 15.3 
15.4 16.4 9.0 15.8* 15.0 
14.9 15.9 9.0 15.4° 14.7 
14.9 15.9 9.0 15.4 14.3 
14.9 15.9 9.0 15.4 14.7 
15.9 16.9 9.0 16.8* 15.8 
14.9 15.9 10.0 15.1* ot, 
15.9 15.9 10.0 17.0* ae 
15.9 15.9 10.0 16.1* aS 
16.1 17.1 10.0 16. 1° io 
14.9 15.9 10.0 15.5 14.8 
14.9 15.9 10.0 15.7 15.1 
14.9 15.9 10.0 16.0° 15.3 
15.1 16.1 10.0 16.3 15.7 
ee 14.9 15.9 10.0 15.5 14.8 
Charleston, 8. C........ 14.8 15.8 10.0 odan 14.2 
0 S Saee 14.9 15.9 10.0 nade 15.6 
Spartanburg gence 14.8 15.8 10.0 ae 14.5 
New Orleans, La........ 12.9 13.9 10.0 13.7* ote 
Baton Rouge.......... 13.9 14.9 10.0 13.5* 
Alexandria............. 14.9 15.9 10.0 14.6* 
Lake Charles.......... 13.9 14.9 10.0 13.4* 
Shreveport............ 14.9 15.9 10.0 15.5* 
SS ees 14.9 15.9 10.0 13.9* 
Knoxville, Tenn........ 14.9 15.9 10.0 15.9* 
ear 14.1 15.1 10.0 15.4° 
Chattanooga........... “ite aiaine 10.0 15.8* 
eee 14.9 15.9 19.0 15.7° 
Little Rock, Ark........ 13.6 14.6 9.5 16.1° 
*Prices apply for kerosine only 
Heavy Fuels 
No. 4 Fuel No. 6 Fuel 
Newark, N i it a apuaxddateleueetueha esmedsehie ilaaenat $3.982 $3.03¥ 
OS ae Se en eee 4.34 3.23 
Washington, f: C. 1,050 gal minimum.................... 4.63 3.26 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Note: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 gal. 
or more : add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ 
above regular. 

Subject to temporary voluntary allowance of 8¢ bbl. 





| . i Oil (Prices are per gr ingsttons to arrive at price per U. 8. 
mperia VE gal, subtract 1/ cao Fu 
Kerosine om? Fuel) 
%. John's, Nfld. 3.7 nS 
oy RS ey 37 17.2 
St. John, N. B. ] 9 62 18.8 
lottetown, P. E. L 6 é 78 
Montreal, 2.3 24.6 ot 
Toronto, Ont. 22.3 = He 
Hamilton, Ont. 22.3 38:5 18:4 
Winnipeg, Man 3 338 20 6 
Brandon, Man ; 352 17 ' 
son, Sask... 5 27.9 
ays ao 
monton, Alta é : : 
Vancouver, B. 2.3 25.4 17.1 
Taxes: Gasoline taxes are provincial taxes. 


Note: Premium-grade t.w. 5.0¢ above regular. 


(Established tank wagon prices are shown 
below. Some temporary prices may be in 
effect in one or more localities). 


Indiana Standard 


Red Crown Gasoline Standard 
(Regular) Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal and over 
Chicago, Ul. 17.4 19.4 8.0 17.1 16 4 (a) 
South Bend. Ind. 1f 4 18.1 9.0 18 0 16.7 15 7 
Detroit, Mich 16.5 18 0 9.0 18.3 16.6 15 6 (b) 
Mpls.-St. Paul, Minn. 19.2 8.0 17.8 16.4 (a) 
Des Moines, lowa 18.5 90 18.0 16.2 15.2 
St. Louis, Mo. 17.9 7.5 18.0 16.4 15.4 
Wichita, Kansas 16 6 18.1 8.0 16.4 14.6 13.6 
Omaha, Nebr. 18.7 10.0 18.2 15.7 14.7 
Fargo, N. D. 18.1 19 6 9.0 19 4 16.7 15.7 
Huron, 8. D. 18 3 19.8 90 19.1 16.9 15.9 
Milwaukee, Wis. 17.3 18.8 90 17 16.4 (a) 
a) See below for prices on larger quantities. (b) 15.4¢ for 750 gal & over. 
Standard Furnace Oil  Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal & over gal & over gal & over 
Chicago. . 15.4 14.9 11.55 10.8 10 26 9.5 
Standard Furnace Oil 
100-174 175-849 850gal 100-349 350 gal 
gal gal & over gal & over 
Mpls.-St. Paul ... 15.4 14.7 14.2 
Milwaukee... .. 15 4 14.9 


Taxes: St. Louis gasoline tax ‘asian 1.5¢ city tax. Des Moines kerosine & furnace oil 
prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to be 
added where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Standard of Cal. 


phe are tank truck postings, ex al] taxes, ap=- 
lying for deliveries of 400 gal or more; see 
low for other deliveries. 


Standard 
“Pearl Chevron —_ 
Chevron Gasoline oil” Diesel Furnace Stove 
(Regular) Taxes (Kerosine Fuel Oil Oil 
San Francisco, Calif... 18.3 9.0 19.8 48 14.8 16.3 
Los Angeles.......... 17.8 9.0 19.3 14.3 14.3 15.8 
sae 19.4 9.0 21.8 15.6 15.6 17.1 
EES 19.5 8.0 22.7 16.7 16.7 19.7 
Reno, Nev........... 20.7 9.0 22.4 17.3 emaa one 
Portland, Ure........ 18.9 9.0 21.8 15.1 ote 
Seattle, Wash........ 19.0 9.5 21.8 15.2 ecaa 
ME gc cnesuvess 21.2 9.5 24.6 16.8 5éshe 
PA sccdeaseceve 19.0 9.5 21.8 15.2 aan ewe 
Boise, [daho......... 20.7 9.0 31.6 16.7 16.7 18.2 
Salt Lake City, Utah 19.3 9.0 20.7 15.3 13.8° 15.8 
Honolulu, T. H....... 19.4 11.5 20.9 15.6 15.6 seen 
Fairbanks, Alaska. . 30.2 8.0 7.9 eae 
SES ID 20.6 8.0 29.8 


*Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; all T.T. prices are ex- 
Hawaiian gross income tow of shag to resellers, 2.5% ro consumers. 

Notes: For other delive: 

Chevron (regular)—Add to to 400¢a)-and-ove price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than be ha had ce = 
trade and less than 100 gal to sh le trade. Tacha Supreme (premium) prices pee 
4¢ higher than Chevron (regular) for quantity delivered at all points except Salt lake 
City, 3.0¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 

Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal, 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 

(Continued on next peqe 




































; Sto p to Figure 





USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. [FREE Description on Request | 


) DEGREE DAY SYSTEMS 39-30Nn 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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(To obtain more data on advertised products see page 168) 











Ohio Standard Continental Oil 


| Cirne ene Seatienatate teak saan ertepn. Geen eine prices may vary from 
shown because of local conditions.) 


K Lone hayeoe an | ioe oar. 
ero- . 
“ ae erate te 
gal; spi eines Se: 

& over, deduct 1¢. 


: Premium-grade t.w. wm, Dies 3.5¢ 
» cnet Utah & Idaho 


ttt 

ie ome oe ont De ome ee ee 
= - - 

, SESSSSSESS 

eoeevoceoovoeo 

cococecoec]eosce 


You i 
Zanesville... 
18.8 


Notes: Keroie, Now 1 2 Fuse—Price ae for 100 gal or more: or $009 ean bs 9 
1¢; 1-49 gal, add 2¢. Prem ium-grade prices: consumer t.w. & 6.8. 4¢ above regular, re- sees 18. 
sellers 3.5¢ above regular. 8.8. prices are at eompany-operated stations. Billings, Mont. 19.9 

“Summer discount of 0.5¢ on t.w. sales except at Portsmouth and Zanesville. 





Kentucky Standard 


Utah . y i Crown Gaso- 
Texas Com an feo a saat. 16.4 : : a line ry 
p y 16.4 ‘ T.W. Taxes T.W. 
Fire Chief Gasoline a it . itehe ' ‘ Atlanta,Ga.. 16.4 9.8 
(Regular . ‘ . 16.5 
16.4 
16.7 


11.0 
Dealer Dealer Port Arthur.. 10.0 
T.W. Ce 
10.0 16.5 
10.0 


Dallas, Tex... 16.4 


Ft. Worth... 16.4 Notes: Prices are for min. 25-gal. de- 16.7 
Wichita Falls 16.4 liveries. Gasdine“Premium-arede Taxes: Birmingham gasoline taxes in- 


Amarillo... 16.4 : ' 3.5¢ above except El - - clude L.A Jefferson County tax. Kerosine 
Tyler....... 16.4 Ee hehe. Kerosine—Prices to 16.43° 9.5 taxes not included in prices: Georgia 1¢; 
£1 Paso oe ee ; ‘ dealers & consumers. so ; 9.5 y Mississippi, 0.5¢. 





Gasoline Markets 











Gasoline Consumption by States, January 1959 


(American Petroleum Institute Figures) 





Tax Ratet 
January 
Cents 


i.. 
“Alaska... 


California... .. me : 7,197 463,912 


Colorado : ee 2, 52,568 
Connecticut. . . ; " é 60,884 
Jelaware....... ‘ ee we W 15,691 
District of Columbia a 17,127 
Florida......... ‘ : Biaitet ast cee 158,598 


Massachusetts 
Michigan..... 
Minnesota. . 


15,037 


New Hampshire 16,033 
169,893 153,821 142, "628 


New Jersey 


ANXAAAD 


37,555 31,133 34,040 
343 ,507 314,427 303 ,705 
117,704 ’ 102,175 

19,448 


’ 15,906 
260,248 245 ,822 239,861 


Aaa 


80,218 


NIAAMAAD 
SS 


59, 1779 53,993 
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(American Petroleum Institute;Figures) 

















= — December 1958 J 1980 J 1958 
january january 
Cents 000 Gal. 000 Gal. 000 Ga 
ME IN ia asc Ce ncodadleaitectacscacbecss . 6 22,978 22,559 20,758 
PR a ccnnaekcbccncess 7 97 ,888 87 ,673 88, 443 
WBS Sin aics<. 350% eekds ces 5 *025 369,851 345,419 
| _ SESS So Fes 6 26,080 25,078 23 , 828 
WI 6 ois chess dbuivadaccedwiadeviuedviesas 6% 9,731 8,869 8,653 
WN ds ipncssigacokecket hs ches ab sibetisa f 106,613 100,802 96,481 
Vatigetes, dean eckadigetsduadinuacieads 6% . 66,795 73,618 
WOU WEI 5 cccnshsecsusea tants casas 6 43,721 39,242 46,875 
MOONEE 555% bo snansdontonotes deste: 6 195,390 93,909 92,067 
, RRR ate ged gle 2 RT aE Ga 5 33,514 11,112 10,692 , 
Total 48 States and D. of C..............cceeeeeeeeees 5,026,556 4,604,520 4,469,671 6 
Ct yee eae asa aaa vueees 162,147 148 ,533 144, 183 
Change from previous year: 
Total Change. .... paca ate ne eset nealighnnaess tee (Li ieee ee. | as leenneua ee a eee ot 
ny CHIN SN I cca enucnsae > oe Sate , See waee Senet 2 > pi ena 


tThese are state tax rates per gallon. In addition there is the federal tax of three cents (3¢) per gallon. 
*Gasoline consumption data for Alaska is available on a quarterly basis only; it will be published in this note as the information becomes available. 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes 


ail : s News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease 
n 55 representative U. 8. cities on May 1, 1959 as compiled by National Petroleum 


as compared with April 1, 1959. Tax col. indicates only motor fuel taxes levied as such. 








Dir. T.W. Ser. Sta. Tax Ser Sta Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (incl. 3¢ federal) (incl.tax) (ex tax) (ex tax) (incl. 3¢ federal) (incl. tax) 

fear d-16.10 d-21.14 9.03a 4-30.17b Milwaukee, Wise... ... 16.80 d-22.90 9.00 4-31.90 
Portland, Me............... d-12.90 d-16.90 10.00 d-26.90 Twin Cities, Minn.......... d-15.30 d-20.40 8.00 d-28. 40 
Manchester, N. H.......... d-14.90 18.90 9.00 27.90 ) SS Re Ae 18.10 23.90 9.00 32.90 
Burlington, Vt.............. 17.30 24.40 9.50 33.90 Huron, 8. D......... ‘ 7 18.30 d-24.40 9.00 d-33. 40 
Boston, Mass... . \ d-14.40 8.50 d-22.90 Omaha, Neb............. 16.40 d-21.90 10.00 d-31.90 
Providence, R. I.. . d-16.90 9.00 d-25.90 Des Moines, Ia... . . 16.30 21.90 9.00 30.90 
Hartford, Conn.......... 15.20 19.90 9.00 28.90 St. Louis, Mo.............. G11.90 — d-16.40 7.50°°* 23.90 
9 » arr 16.10 18.90 9.00 27.90 Wichita, Kans... ... 16.40 21.90 8.00 29.90 
New York, N. Y........ 15.90 24.90 9.00 33.90 Tulsa, Okla........ i-16.30 i-22.40 9.50 i-31.90 
Newark, N. J.........- 14.20 18.90 8.00 26.90 Little Rock, Ark. 13.60 18.40 9.50 27.90 
Philadelphia, Pa........ 15.30 19.90 8.00 27.90 New Orleans, La. 12.90 17.90 10.00 27.90 
Wilmington, Del............ 14.90 18.90 8.00 26.90 Dallas, Tex... . i-16. 40 i-21.90 8.00 1-29.90 
Baltimore, Md............. 14.90 20.90 9.00 29.90 Houston, Tex... . i-15.90 i-20.90 8.00 j-28. 90 
Washington, D. C cuiatee yes 14.90 20.90 9.00 29.90 EI Paso, Tex... 17.80 17.90 8.00 25 90 
Charleston, W. Va.......... 14.90 19.90 10. 00a 29. 90a Albuquerque, N. M. 18.60 24.10 9 50° 33.60 
yk ee ee 14.90 19.90 9.00 28.90 Denver, Colo... d-16.60 22 90 9.00 31.90 
Charlotte, N. G....020.5.... d= 6.40 d-10.90 10.00 4-20-90 Chesenan, Wen... 18.90 38 90 > o0r* Hi 
Charleston, 8.C..00000..... 14.80 19.90 10.00 29.90 Great Falis, Mont. 19 90 36 90 Hy ss os 
Atlanta, Ga......... i-15.90 i-21.40 9.50 i-30.90 Boise, Idaho. . . 20.70 27.40 9.00 36.40 
Jacksonville, Fla... 14.90 19.90 10.00 29.90 Salt Lake City, Utah 19.30 24.90 9.00 33.90 
Birmingham, Ala.. , 15.90 20 .90 11.00** 31.90 Reno,Nev........... 20.7 28.00 9.00 37.00 

RE Fo a ae Le ag 50 21.50 10.00 31.50 Phoenix, Ariz... 19.50 23.90 8.00 31.90 
Memphis Teun. hi 14 10 d-16.90 10.00 d-26.90 Los Angeles, Calif... 17.80 d-18.90 9.00 d-27 90 
Louisville, Ky... .. 15.90 20.90 10.00 30.90 San Francisco, Calif. 18.30 23.40 9.00 32.40 
. : Portland, Ore... . 18.90 d-23.90 9.00 d-32.90 
Carag hig... Wa GD a Ratan ne tim =| Tae 

, . P - : 7 1 9 5 an ¢ 
Indianapolis, Ind. i-17.10 1-22.90 9.00 i-31.90 Spokane, Wash.... 21.20 26.40 9.50 35.90 
Chicago, Tll................ -15.60 d-21.90 8.00 d-29.90 *Includes 0.5¢ city tax. **Includes 1.0¢ city "tax. ***1.5¢ city tax. (a) Correct for April 
Detroit, Mich.............. 16.10 22.20 9.00a 31.20a 1 also. (b) Corrected April 1 average: 30.32¢. 
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Why do oil market- 
ers read National 


Petroleum News? 


Because it's full of 
useful money- 
making manage- 


ment ideas 
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American Petroleum Institute (B-3) 16 
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Heil Co. (N-6) ae ne ..174 
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Joy Co., Edward (N-2) BA 


Kerr-McGee Oil Industries, Inc. (M-5) 164 
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Mack Trucks, Inc. (E-8) 7 56 
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Modern Metal Products Co. (5-6) ....124 
Mohawk Rubber Co. (E-2) 49 
Morrison Bros. (B-9) 23 


National Carbon Co.—Div. Union Car- 
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Neon Products, Inc. (N-9) 180 
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Oil Equipment Mfg. Co. (B-6) 20 
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OPW Corp. (0-9) 195 
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Philadelphia Valve Co. (F-2) ; 60 
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Price Battery Corp. (L-6) 155 
Pure Oil Co. (E-4) 51 
Purolater Products Incfi (E-9) 57 


Reda Pump Co. (A-8) .. ne 11 
Revere Electric Mfg. Co. (1-9) 

Richfield Oil Corp., of New York (B-1) 14 
Rockwell Mfg. Co. (5-9) ... .... 130-131 
Rockwell-Nordstrom Valves (L-4) ey |) 
Rohm & Haas Co. (G-3) .. 716-77 
Roper Hydraulics, Inc. (L-7) .........155 
Rotary Lift. Co. (N-5) .... 


Schrader’s Son, A. (D-1) ... 
Scovill Mfg. Co. (C-3) .. 
Scully Signal Co. (P-3) .... 
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Sinclair Refining Co. (G-8) ..... 
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Snap-Tite, Inc. (L-5) 
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TBA Associates (P-8) 
Tabet Mfg. Co. (K-4) 
Ten Hoeve Brothers (N-1) .. 
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“Tri-Sure” Products Limited (F-3) 61 


see Area “B” on opposite page. 


Tung-Sol Electric, Inc. (F-4) ... 


U. S. Rubber Co. (O-3) 
U. S. Rubber Co. (G-9) . 
Universal Oil Products Co. (E6) 


Veeder-Root, Inc. (J-4) ..... 
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Professional Services 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Manager 


Employment Opportunities 
Business Opportunities .. 


Equipment 
Used or Surplus new 
For Sale 


Wanted 





Regional Sales Representatives 
W. J. Parkin, Adv. Sales Manager 


ATLANTA 3, 1301 Rhodes-Haverty Bldg. 
M. H. Miller, Jackson 3-695! 
BOSTON 6, 350 Park Square Bldg., 
Charles W. Haines, Hubbard 2-7160 
CHICAGO 11, 520 North Michigan Ave., 
Ray Kelly, Mohawk 4-5800 
CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square, 
Walter G. Berger, Superior 1-7000 
DALLAS |, 90! Vaughn Bldg., 1712 Com- 
merce Street, 
Robert T. Wood, Riverside 7-5117 
DENVER 2, Mile High Center, 1740 Broad- 
way 
J. W. Patten, Alpine 5-298! 
HOUSTON 25, 724 Prudential Bldg., 
Robert T. Wood, Jackson 6-128! 
LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 
NEW YORK 36, 500 Fifth Avenue, 
Charles W. Haines, Oxford 5-5959 
PHILADELPHIA 3, & Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 
SAN FRANCISCO 4, 68 Post Street, 
W. C. Woolston, Douglas 2-4600 
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B) ADVERTISED PRODUCTS See inde o« facing page 
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AS B8 CB DS ES FB GB HS J8 KS LB nS O08 PS ve 
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@ REPRINTS AVAILABLE See fisting on sext poge 


Ri R2 RS RA ORS ORG ORF ORB ORD RIO RIT ARIZ RIS RIS RIS RIS 
RI7 RIG RIP RIO R21 R22 R23 124 RAS RM RF RW RY RIO RI RI 


@ NEW OR RENEWAL SUBSCRIPTION 


New [] U.S. subscription rate $5.00 a year; Canada 
Renewal [] $6a year. All other countries $15 a yeer. 





You can use these handy 
Reader Service Cards for 





(A) More details on What's New 
Information from Advertisers 
© its) lata eMel am ell ielate] M-Valta (-t3 
©) New or Renewal Subscriptions 


Sexcsenrtnunes 





@) Are You Up-to-Date on 
What's New? 


Get the latest details on... 


© New operating equipment 
© New TBA items 
© Helpful literature 


Read the descriptions in the What’s New sections on 
the following pages, pick out the items that interest 
you, then circle the corresponding numbers in Area 
‘A’ on the Reader Service Card. 





NATIONAL PETROLEUM NEWS 
For Issue of June, 1959 (Good until September 15, 1959) 


Name (please print) 








wv 


a 











@) More on Advertised 
Products 


Do you want to know more about products or services 
advertised in this issue of NPN, or get copies of the 
literature offered in the ads? Refer to the Advertisers’ 
Index on the preceding page for key numbers to 
circle in Area ‘‘B’’ on the Reader Service Card. 





FIRST CLASS 
PERMIT NO. 64 
New York, N.Y. 














© Special Reprints Available 


Do you need reprints of NPN’s special reports and 
helpful articles? If so, see the other side of this page 
for order numbers and prices, then use Area ‘‘C’’ on 
the Reader Service Card to order them. We'll bill 
you later. 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 


POSTAGE WILL BE PAID BY 


© Are You a “Pass-on” 
Reader? 


Get your own personal copy of NPN promptly every 
month at low rates. Just check “New” in Area “‘D”’ 
on the Reader Service Card; we'll send your bill 
later, after you start getting your copies. (You can 
also use this card to renew your present subscription.) 


BUSINESS REPLY MAIL 
No Postage Necessary if Mailed in the United States 
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You can use these handy 
| | | | | Reader Service Cards for 
(A) More details on What's New 


Talila minum. eh cain 
© Reprints of Editorial Articles 


FIRST CLASS 
PERMIT NO. 64 














©) New or Renewal Subscriptions 


Latest in NPN Reprints 


Use Reader Service Card aree “C”" te erder the reprints 
you want. We'll fill your order and send yew «a bill. Prices 
quoted are for single copies; quotations fer bulk erders 
ere available on request. 


e A Quick History of Oil Marketing—NPN’s easy-to- 
read story of marketing’s first 50 years, greeted with 
record-breaking reprint requests when it first appeared 
in February’s 50th Anniversary issue. Profusely illus- 
trated with pictures from NPN’s extensive files. 24 
pages—$1. Reprint R14 


e Building Sound Jobberships for a Secure Tomorrow 
—The definitive guide to jobber estate planning, now 
issued in a new edition. 24 pages—$1. Reprint R13 


NEW YORK 36, N. Y. 


BUSINESS REPLY MAIL 
POSTAGE WILL BE PAID BY 
330 WEST 42nd STREET 


No Postage Necessary if Mailed in the United States 











e What New Refining Trends Mean—Explains tech- 
nical terms and processes in non-technical terms, tells 
how current developments affect marketing. 12 pages— 


READER SERVICE CARD $0.75. Reprint R12 


’ = e Tuneup—Brings you up to date on this booming 
G WHAT'S NEW ITEMS Circle proper number source of station profits. Tells you what equipment 


1234567690 N 1214 1 6 OW your dealers need, what it will cost, who should and 
NnARHBNMBBRTHD WNW M IS HW BW shouldn’t be doing tuneup today. An indispensable aid 
N 41 42 43 44 45 46 47 48 49 SO SI 52 53 54 5S 56 OST 58 St to any marketer interested in the tuneup field. 12 


@ ADVERTISED PRODUCTS See fede tro popes bock pages—$0.75. Reprint R11 


Al ch Dy Ev FY Gl WY J) KY LD Mt WT OF PT Qt st tr ut e Nine Ways to Outsell Gas Heat—All the ammuni- 
a2 D2 £2 F2 G2 H2 J2 K2 L2 M2 W2 O2 P2 Q2 SZ 12 U2 V2 tion a heating oil man needs for a head-on assault on 
A3 D3 E3 F3 G3 H3 J3 K3 L3 M3 N3 03 P3 Q3 S3 13 UI V3 his toughest competitor. 4 pages—$0.25. Reprint R10 
M 4 EA FA G4 HA 34 KG U4 M4 NA 04 PA 4 SA TH U4 A 
DS ES FS GS HS JS KS LS MS NS OS PS QS SS TS US VS 
D6 EG Fb G6 HG 36 KG L6 M6 NG 06 PE QS Sé TE US VE 
by &7 FY G7 OW? O37 «KT «U7 OM? WT O7 «PF QF S7 17 «UF OW 
DS ES FO G8 HS 38 KS LO MS NS O8 PO QS SB TS US VB 
pp E9 FP G9 HP 19 KO LP M9 ND OF PP QP SP Ts UP Ve 


@ REPRINTS AVAILABLE See. iteting to right e What's New in Lighting—Why good station lighting 


means more sales, and how to make improvements in 


Ri R2 RS ORE ORS ORG ORF ORB ORD RIO RID RIZ RIS RIA RIS RI we stems $ ° 
RI7 RIG RID R20 R21 R22 RII RM R25 RWG RIF RW RAP RIO RI R32 your eum Rghting @ 8 0.50. Reprint R7 


@ NEW OR RENEWAL SUBSCRIPTION e Trading Stamps—Most comprehensive study ever 
New [] U.S. subscription rate $5.00 a year; Canada made on stamps in oil marketing. Tells you how valu- 


Renewal [] $6a year. All other countries $15 a year. eS po er i ~~ 


print R6 
NATIONAL PETROLEUM NEWS 


For Issue of J 1959 (Good until September 15, 195 e Want Your Salesmen to Sell More TBA?—A four- 
sain ( p 909) step program to help your sales reps build higher 
| Nome (please print) ms volumes. 6 pages—$0.50. Reprint R4 
| Position e How to Merchandise Your TBA Budget Plan— 
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What's New in Equipment... 





Check valve 


. is said to be designed so that it can 
be installed without cutting pipe on ex- 
isting lines and without use of unions 
and nipples. Universal 207-U 1'%-in, 
full-flow pump check valve prevents 
drainage of idle dispensers where two 
or more are on the same line. 


(Circle No. 1 on Reply Card) 


Truck axle 


. has a new “center-point” design 
involving king-pin location. Timken- 
Detroit claims its new axle offers easier 
steering without weight and cost penal- 
ties of power assistance. Also said to 
result in less driver fatigue and reduced 
maintenance, 


(Circle No. 2 on Reply Card) 


Induction ammeter 


. Measures generator current up to 75 
amps without hooking up or breaking 
into circuit. Introduced by Hoyt Elec- 
trical Instrument Works, meter gives 
quick check on charging rate when held 
closely over any straight section of 
cable. 


(Circle No. 3 on Reply Card) 


Steam cleaner 


.. . for heavy-duty tank truck service is 
offered by Aeroil Products, Capacity 400 
gph at 150 psi, unit features positive- 
displacement pump and downdraft 
burner. Chemical system is heated and 
agitated automatically. 


(Circle No. 4. on Reply Card) 


Vertical check valve 


. is known as Universal Valve ex- 
tractor type No. 510. Three advanced 
design features guarantee a true static 
seal; absorb back pressure in a metal 
plate behind the seal; offer vacuum gage 
testing through ports on both sides. 


(Circle No. 5 on Reply Card) 





Shop crane 


. . . for removing and replacing motors 
in vehicle repair garages is known as 
Ausco D-8700. On this new '%-ton 
model maximum boom height is 100 
in., minimum 11 in. Easily movable on 
two fixed wheels and two ball-bearing 
casters. 


(Circle No. 6 on Reply Card) 


Island light 


. specifically designed as a “V” light 
is being marketed by Petelco. New slim 
design is available in two- or four-lamp 
Power Groove, VHO, SHO and high- 
output fluorescent tubes in 6- or 8-ft. 
lengths. Mounting angles: 742, 15 and 
25 deg. at 9-, 12- or 14-ft heights. 

(Circle No. 7 on Reply Card) 


Swing joints 


‘ . designed by OPW especially for 
jet fuel floating suction systems are 
available in 4-in. and 6-in. flanged sizes. 
Features are double seals to prevent 
product entering bearing and double 
rows of bearings to give sensitive swivel- 
ing action. 
(Circle No. 8 on Reply Card) 


Warning signal 


. for straddling delivery hoses con- 
sists of a steel standard with collapsible 
legs. Flash-Glo unit has battery-operated 
flasher, reflectorized lettering, pair of 
red flags for day use, two-way steady 
flashlight and removable handle. 

(Circle No. 9 on Reply Card) 


Display cabinet 


. designed by Lincoln Engineering 
gives equipment jobbers a place to store 
and display lube equipment and ac- 
cessories, Sides and door are natural- 
finish pegboard; frames and shelves are 
baked white enamel. 

(Circle No. 10 on Reply Card) 
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Gasoline dispenser 


. . . for use with service station remote 
pumping systems consists of white por- 
celain computer housing mounted on a 
stainless steel column. Only painted sur- 
faces on the new Gilbert and Barker 
unit are base cover and ends of light 
compartment. 
(Circle No. 11 on Reply Card) 


Tank gage 


. of the direct reading dial type is 
offered by Vapor Recovery Systems Co. 
for small above or underground tanks 5 
to 15.ft. in diameter. Can be installed 
through 3-in. pipe coupling. Vapor is 
sealed out; a dehydrating agent prevents 
condensation. 


(Circle No. 12 on Reply Card) 


Lube nozzle 


. . . for dispensing aircraft crankcase 
cil has check valve in spout to prevent 
drip. Adaptor inlet also has check valve 
to prevent product running out of hose. 
Known as OPW 516-G Non Drip Noz- 
zle, size 1%-in. meets MIL-N-7284-B. 


(Circle No. 13 on Reply Card) 


(Continued on next page) 
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CALIFORNIA 


For every size consumer- 
commercial account. 
MODESTO WELDING & TANK WORKS 


718 South 99 Highway 
Modesto, California 


NEW JERSEY 











OPW Valves and Fittings 
Blackmer Pumps ; 
Erie Pumps and Equipment 
Price Signs 

Repair Parts for 

all Pumps 


TEN HOEVE BROTHERS 


59 Mclean Bivd Poterson 3, N. J 








NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO. Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 
164 €E. menes Ks, ave we Ohio 


Factory moms for 
house, 0.P 


‘Nese and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 

prerererrens FOR: Wayne Pumps & Equipment, 

Rite P Mining. Saylor Beal Com. 

it Pumps Wh Pumps & Meters and National Hose. 

211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 











E. oO. HABHEGGER CO. 


th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 








Oll Marketing 
Equipment Jobbers 
This Is Your Market Place! 
Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd &t., New York 36, N.Y 











172 





| 
} 


(To obtain more data on advertised products see page 168) 


What’s New in Equipment 





Pump Hose in Colors 


LATEST IDEA for dressing up a serv- 
ice station is to outfit the pumps with 
hose in matching colors. 

Shell is using two colors, white and 
yellow, on all new pumps. The white 
hose matches the white super-premium 
pumps; the yellow hose matches the 
traditional yellow pumps. 

The hose supplier, Acme-Hamilton, 


claims that its new product, called “Color 
Guard,” actually has more resistance to 
ozone-cracking, weathering and abrasion 
than the black hose. 

The color permeates the entire cover, 
is claimed not to smudge, fade, soften or 
mar either the pumps or customers’ cars. 
It can be readily cleaned with white-wall 
cleaner or similar products. 


Circle No. 14 on Reply Card 





Magnetic cap 


. . . is now standard equipment on the 
OPW No. 1 Fil-O-Matic automatic shut- 
off service station nozzle. It holds gas 
tank cap while tank is being filled, help- 
ing to prevent lost caps. The OPW No. 
1 with magnetic cap and hold-open clip 
is UL listed. 
Circle No. 15 on Reply Card 


New pump line 


. offers a range of Rice self-priming 
centrifugals for high head applications 
up to 200 ft. Sizes 1%-in. through 6-in. 
available for belt, flexible coupling or 
direct connection drive. 

Circle No. 16 on Reply Card 


Modulated brake 


. on two GMC truck models with 
air suspension is said to reduce stopping 
distance to that of a passenger car. 
Varying pressure in the air suspension 
bellows, changing with the load, is used 
to adjust braking effort in proportion to 
the load. 

Circle No. 17 on Reply Card 


Brake drum lathe 


. that needs only two sq. ft. of floor 
space has been introduced by Van Nor- 
man. New model 301 is said to be a 
low-priced tool for re-truing passenger 
and light truck brake drums. Has built- 
in micrometer and optional casters. 


Circle No, 18 on Reply Card 


Mobile antenna 


. . . and split-channel oven have been 
developed by Du Mont for use in con- 
verting two-way mobile radio systems 
to meet new F.C.C. rules. Exact truck 
antenna length can be determined with 
the mobile test unit. The special oven 
can be combined with existing crystals 
in units operating in the 144-174 and 
450-474 megacycle ranges to provide 
the necessary high stability. 


Circle No. 19 on Reply Card 


Universal lift 


. brought out by Wayne handles 
the longest American and the smallest 
imported cars, as well as light trucks. 
Swivel arms have maximum spread of 
88 in. Extendable sleeves reach from 60 
in. to 90 in. in length. Contact pads 
adjust to four positions from 0 in. to 
7% in. above rails. On the floor the 
new lift is only 4% in. high — ample 
clearance for low sports cars. 


Circle No. 20 on Reply Card 


Scope-analyzer 


. developed by Allen Electric is said 
to combine the advantages of con- 
ventional metered equipment with the 
fast diagnostic ability of the ignition 
scope. Ignition faults are pin-pointed on 
the scope and the instruments are then 
used for tuning. 

Circle No. 21 on Reply Card 


(Continued on page 175) 
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~ @ FP-45 FRAME LIFT 


New swinging arm lift with @ML plus features 


PLUS FEATURE No. 2 


Swing-easy arm bearings 
for fingertip 
positioning. 


PLUS FEATURE No. 1 


Three-step cast aluminum 
pick-up pads with 
sure-grip contacts. 





P r ‘ 
_7 Pivoting arms 
“move in a wide arc 
to provide reach of 
88” and spread of 92”, 











ALUMINUM PICK-UP PADS ADJUST EASILY TO THREE HEIGHTS 


4x" above floor 6" above floor 10%” above floor 


June, 1959 * NATIONAL PETROLEUM NEWS 


PLUS FEATURE No. 4 


Strong, all-welded 
yoke construction for 
maximum safety. 


PLUS FEATURE No. 3 


Dependable Rotary 
jack systems . . . Airdraulic 
or Full Hydraulic. 


He the finest swinging-arm lift yet designed. It offers 
complete flexibility to lift any make car with any type 
of frame construction . safely, quickly. Lateral, vertical 
and longitudinal pick-up adjustments are easily made because 
the swinging arms turn smoothly on lifetime bearings and 
the lightweight, strong cast aluminum pads slide on the arms 
and adjust to three heights. 

Flexibility of this pick-up system provides easy accessibility 
to undercar parts and safer, faster, more profitable service 
and repair work. Other features include two-position wheel 
spotting dish and handle for setting arm angle and pick-up 
pad position and height. 

Get the complete facts on this new service station lift today. 
Write for Catalog 138. 


Ge FP-45 FRAME LIFT 


ROTARY LIFT COMPANY, Division of Dover Corporation 


MEMPHIS I, TENN.—-CHATHAM, ONTARIO 


First name in oil-hydraulic auto lifts—passenger and freight 
elevators—industrial lifting devices 





PROVED EXPERIENCE—Heil developed the first 
welded aluminum tank back in 1930. . . has built 
more aluminum tanks of all kinds since then than 
T H E any other manufacturer. Today, three out of every 
four petroleum tanks Heil builds are aluminum .. . 


and the trend continues to grow. 
B : GS Ss WI N G TO ENGINEERING LEADERSHIP—Heil—first to use 


automatic welding on aluminum, in 1939. First to 
build frameless aluminum trailerized tanks, in 1941. 
First, and still exclusive, with triple-dished heads 
flanged automatically in one operation on a Heil- 


designed, 800-ton hydraulic press. Result: precise 

A L U M I N U Ni ? head uniformity, perfect fit in assembly, sound, 
dependable welds. A Heil tank is always smooth, 
straight and strong. 


, 

® oa, i UNEQUALED FACILITIES—Special Heil-designed 
0} tPA W equipment insures highest standards of manufacture. 
© Quality control includes spot checking by radio- 
graph X-raying of welds. Each tank is tested with 
dye solution and pressurized oil before final O.K. 
All this, plus a research and development program 
that leads the industry with fresh, new, profit- 

making design ideas for today’s haulers. 


When you buy aluminum you make an im- 
portant investment, so remember this: 
nobody knows aluminum like Heil. See your 
Heil man soon . . . he’s got the facts you 
want to hear when you consider your nex 
aluminum tank. 


THe HEIL co. 


Milwaukee 1, Wisconsin 


‘ 


Other Heil products for liquid hauling Factories: Milwaukee, Wis. ; Hillside, N. J.; Lancaster, Pa.; 
External ring, clean bore, insulated and non-insulated Cleveland, O.; Modesto, Calif. 
tanks for a wide variety of chemicals, petroleum and 
liquid foods in aluminum, 
stainless or high-tensile 
steel, and plastic. 
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Brake hone 


introduced by Ammco has an 
extra large range to permit honing of 
wheel and master cylinders ranging in 
sizes for the smallest foreign cars 
through heavy trucks. Model 3750 han- 
dles blind-end and step-bore as well as 
open-end cylinders. 

(Circle No. 22 on Reply Card) 


Air-power-pump 


for car and truck washing and 
motor cleaning is being marketed by 
Gray Co. Said to develop up to 300-lb. 
pressure for one-man cleaning, using 
small quantity of special “Dirt-Tergent” 
cleaning powder. Works from any size 
container from 5-gal. pail to 55-gal. 
drum. 


(Circle No. 23 on Reply Card) 


Loading arm 


. designed by OPW for underwing 
aircraft refueling, has a 10-ft. range. 
Spring balance raises nozzle into posi- 
tion without lifting. Outboard swing 
joint can be swiveled to overcome mis- 
alignment between truck and plane tank 
intake. 

(Circle No. 24 on Reply Card) 


Can uncaser-sorter 


. is designed for high-speed automatic 
uncasing and unscrambling of cans up 
to one-quart size. Chief feature of the 
Atkron Dumore is unique magnetic pul- 
ley to turn up the cans so open ends 
are in the same direction ready for 
filling cycle. 

(Circle No. 25 on Reply Card) 


Truck transmission 


. called the Spicer Presto-matic is a 
semi-automatic system that eliminates 
clutch pedal but leaves gear selection to 
the driver. Claimed to offer lowest price 
of any semi-automatic along with fuel 
saving characteristics. Available only on 
Diamond T trucks. 


(Circle No. 26 on Reply Card) 


Sign lights 


. . . designed by Crouse Hinds (Type 
SFL) is claimed to produce twice as 
much light on a sign, with the same 
size lamp, as most conventional fixtures 
now in use. Lamps used include 150-, 
200- or 300-watt incandescent and 175- 
or 250-watt mercury. 


(Circle No. 27 on Reply Card) 


Repair kit 


for automatic nozzles on service 
station pumps enables station operators 
to save money and keep nozzles in con- 
tinuous service. Kit includes over 20 
parts for a complete repair job. Two 
kit models are available, one for OPW 
nozzles, the other for Buckeye. 


(Circle No. 28 on Reply Card) 
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Two-post lift 


. with swivel arms is called the Joyce 
Quick Spot. Manufacturer claims the 
combination of two posts with swinging 
arms gives the greatest freedom from lift 
obstruction in under-car work. Available 
in two full hydraulic models, air or 
electric. 

(Circle No. 29 on Reply Card) 


Overwing nozzle 


. . . for aircraft fueling has adjustable 
protector ring to prevent wing damage 
and provide a rest for nozzle during 
filling. Inlet screw adjusts to minimize 
shock and afterflow. OPW No. 620-G 
meets MIL-N-26978 (USAF) Amend- 
ment 2. 


(Circle No. 30 on Reply Card) 


Tire changer 


. has been improved with two new 
features. The Big Four P-58B now has 
an inflator with an automatic shut-off 
that permits observation of bead seating 
at a safe distance, and an air filter to 
keep the air lines free of dirt and 
moisture. 


(Circle No. 31 on Reply Card) 


Oil display 


. . . for pump islands is now available 
to match low gasoline pumps. Modern 
Metal’s new M-48 Seloil cabinet is only 


48-in. high; displays oil on both sides; 


catches and saves oil drained from empty 


cans; has overnight locking covers; stores | 


empty cans. 
(Circle No. 32 on Reply Card) 


What’s New in Equipment 





Fuel oil filter 


. called the Sparkler OT-18 is said to 
offer low price, low operating cost, and 
long service cycle on tank trucks or in 
bulk plants. Said to remove impurities 
down to 2 to 4 microns as well as 
emulsified water particles. Cartridge can 
be cleaned for reuse. 

(Circie No. 33 on Reply Card) 


Improved Impactool 


. .. is a new version of the air-powered 
Ingersoll-Rand Size 834 with new direct 
drive between motor and hammer. Man- 
ufacturer claims 25% more power than 
the former Size 834, with 25% less air 
consumption, shorter length and less 
weight. 
(Circle No. 34 on Reply Card) 


a ek 
ROTARY positive 
displacement pumps 
...with the patented GRANCO “universal 
joint” pumping action! Compact, rugged de- 
signs for light or heavy duty service. 
GRANCO fast-flow suction strainers are avail- 
able for all models. 





Che bita) 
LINE iz 
METERS 


GRANCO’s unique 
angular rotary motion 


is the practical answer 
to frictionless metering! HIGH ACCURACY is 
maintained with minimum slippage; large 
measuring chambers deliver more liquid per 
revolution; precision adjustment dials permit 
quick, accurate volume change. 

Write TODAY for FREE Engineering 


and Data Manual on 
Pumps and Meters 


PUMPS and METERS 
| mle Manufactured by 





GRANBERG CORPORTION 
1313 Sixty-Seventh Street, Oakland 8, California 
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Utility pump 


. is a low-cost electric unit for both 
permanent and portable use by farms, 
small fleets and similar small-to-medium 
gallonage accounts. Seven models of 
Gilbert & Barker Series 60 are available 
with or without meter. Capacity 10-12 
gpm. 

(Circle No. 35 on Reply Card) 


New truck line 


by International offers a broad 
range of chassis and component options 
from 4,200 to 33,000-lb. gross vehicle 
weights. Line is available in four-and 
six-wheel and all-wheel-drive chassis 
with 6-cyl. or V-8 engines, including five 
6-cyl. LPG engines. 

(Circle No, 36 on Reply Card) 


Water heaters 


. . . glass-lined and oil-fired are guaran- 
teed for 10 years. Come in capacities of 
135-, 220- and 270-gal. per hr. Have 
high recovery rate of 100° rise. Choice 
of Perf-X-Ray or Minneapolis-Honey- 
well burner-mounted relay and wiring 
harness for quick hook-up to water lines. 
(Circle No. 37 on Reply Card) 


Plastic handle 


. for pails now offered by Inland 
Steel Container is claimed to minimize 
damage to adjacent containers. The 
Minim-Mar handle made of plyflexon 
has rounded corners and contour grip. 
It is a standard part of pails with wire 
bail handles by Inland. 

(Circle No. 38 on Reply Card) 


Commercial pumps 


. . » for farm, fleet, garage, boat, livery 
and similar accounts are available in 
eight new models of 15 or 22 gpm. The 
new Bowser line is also available as 
dispensers for remote systems. May be 
equipped with straight-reading gallonage 
registers or ticket printers. 
(Circle No. 39 on Reply Card) 
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A 
Wall bracket 


. . has been designed by Lincoln En- 
gineering as a support for lubricant 
pump while changing drums. Operator 
hooks drum cover flange on bracket 
while he slides in a fresh drum of lubri- 
cant. Pump tube is suspended free from 
the floor, preventing contamination. 

(Circle No. 40 on Reply Card 


Literature ... 





Industrial filters 


. for many petroleum applications 
are covered in a new 20-page Industrial 
Catalog that has been completely re- 
worked, simplified and condensed. It pre- 
sents a new line of filter equipment with 
diagrams, pressure flow specifications and 
curves. Fram Corp. 

(Circle No. 41 on Reply Card) 


Floor gratings 

and stair treads of metal with 
styles and wearing surfaces are shown 
in a new 16-page catalog. Engineering 
details from panel sizes, weights and 
safe loads, to surface treatments and 
fastening methods are included. Reliance 
Steel Products Co. 

(Circle No. 42 on Reply Card) 


Safety handbook 


. . . presents both mandatory and recom- 
mended procedures for maintaining, pro- 
tecting, recharging and inspecting fire 
extinguishing equipment in use in the 
petroleum industry. Available at no cost 
from Fire Equipment Mfrs. Assn., Inc. 


(Circle No. 43 on Reply Card) 


Additive blending 


. is the subject of bulletin entitled 
“Importance of Bulk Terminal Additive 
Systems.” It discusses which type— 
meter or pump—additive control to use 
for various mainline flows and volume 
percent of additive. B-I-F Industries. 


(Circle No. 44 on Reply Card) 


LP-Gas handling 


. with safety is treated in a new 
sound film éntitled “Respect,” prepared 
by Phillips Petroleum. Portrays a dis- 
tributor indoctrinating a new employe 
in the properties of the gas and safe, 
economical ways of handling it. Phillips 
Petroleum Co. 

(Circle No. 45 on Reply Card) 


Rotary pumps 


for bulk handling of petroleum 
products are described in Blackmer’s new 
Bulletin 100. Includes tables and data to 
help select pump model, pump speed, 
motor size and motor speed to satisfy 
intake and discharge conditions of a 
given application. Blackmer Pump Co. 


(Circle No, 46 on Reply Card) 


Can sorters 


. and uncasers are described in a 
new brochure. Also covers case openers, 
feeding bins, case packers, case cleaners, 
and universal and half-depth bottle un- 
casers. Economic Machinery Co., divi- 
sion of Geo. J. Meyer Mfg. Co. 


(Circle No. 47 on Reply Card) 


Vertical motors 


. . . from 1 to 30 hp for indoor or un- 
protected outdoor use are shown in 
Louis Allis bulletin No. 2500. Climat- 
ized, hollow shaft design is said to offer 
greater compactness and to incorporate 
advances in insulating materials of high 
strength and resistance to contaminants. 


(Circle No. 48 on Reply Card) 


Pump bulletin 


. covers 20 sizes of Ingersoll-Rand’s 
new “K” line. Pumps are offered in sizes 
of 144 hp through 23 hp for heads to 
190 ft. and capacities to 775 gpm. 
Form 70022 contains drawings, selection 
charts and dimension tables. Ingersoll- 
Rand Co. 


(Circle No. 49 on Reply Card) 


Hose fittings 


. and couplings are illustrated in the 
new LE-HI condensed catalog No. 34 
published by Hose Accessories Co, Cat- 
alog gives all recommended applications 
for each product, plus descriptive details 
and size data. 


(Circle No. 50 on Reply Card) 


Condulet bulletin 


. . » describes corrosion-resistant metals 
and finishes used in Crouse-Hinds con- 
dulets and includes simple charts show- 
ing applications of each. Also lists 
Plast-A-Coat condulets for hazardous 
and non-hazardous locations. 


(Circle No. 51 on Reply Card) 
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Industrial burners 


. With built-in fuel and air systems 
are described in Iron Fireman’s new 
folder No. 5807. New line of AirRing 
packaged units are available for gas, oil 
or dual fuel; natural or induced draft; 
Scotch or any other type boiler. Cutaway 
views show how integral air register im- 
proves combustion and cuts installation 
costs by eliminating need for ignition 
arch, air tunnel, checkered combustion 
chamber or other underfloor construc- 
tion. 


(Circle No. 52 on Reply Card) 


Coupling catalog 


. . » describes all three types of Titeflex 
Quick-Seal couplings—straight-through, 
single check-valve, and double check- 
valve. Cross-section drawings show fea- 
tures said to make products leak-proof 
and to permit coupling or uncoupling 
in one second without special tools. 
(Circle No. 53 on Reply Card) 


Equipment Suppliers . . . 





Betts Machine Co. recently fabricated 
a 6-in. dual manifold valve for a major 
oil company. The 6-in. size is now part 
of the Betts line and can be custom 
fabricated just as the 3-in. shown in 
contrast. 

* 

Two firms have applied for member- 
ship in the National Assn. of Oil Equip- 
ment Jobbers: 

Northwest Oil Equipment, Inc., 1619 
Ist Ave., N., Moorhead, Minn. Martin 
S. Parries is president; Marvin P. 
Koeplin, vice president; Marlowe M. 
Parries, secretary-treasurer. 

L. R. Montreuil & Associates, 5544 
14th Ave. S., Minneapolis 17, Minn., 
has applied for associate membership. 
The firm is national distributor for Zeal 
Grip-Gards automatic nozzles and Vik- 
ing Torq-Spin ratchet wrenches. L. R. 
Montreuil is president and sales man- 
ager. 

Two firms admitted to active mem- 
bership include: Petroleum Equipment 
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Service, P.O. Box 3356, Anchorage, 
Alaska; and Tank Truck div. 
of Westdale Garage, Ltd., 790 King St., 
Hamilton, Ont. 
e 
Neptune Meter Co, stock is now listed 
on the New York Stock Exchange. It 
has been on the American Exchange 
since 1925. Founded in 1892, Neptune 
has six subsidiaries with 1958 combined 
sales of $37-million. 
s 
Detroit Harvester Co. has acquired 
Weaver Manufacturing Co., lift maker of 
Springfield, Ill. Additions are planned 
for the Weaver line of automotive serv- 
ice equipment. 
ry 
Scully Signal Co. is sponsoring a con- 
test among fuel oil truck drivers. Cash 


awards are made for the best 100-word 
statements: “Scully products have helped 
my customers, my company and me, 
because .. .” 


. 
Inland Steel Container Co. is install- 
ing a completely new facility in its 
Jersey City plant for production of its 
full line of steel shipping containers. 
Operations will start June 15. 
. 

The oil marketing industry is served 
by some 350 equipment jobbers who 
have grown collectively to considerable 
stature. By projecting survey figures 
from about 25% of the total, the Na- 
tional Assn, of Oil Equipment Jobbers 
offers these significant facts: 

Local equipment inventories have a 


4 portable 


electric bum 


of ite kind 


Pump and motor integrally built. No 
mechanical seals, no belts, no packing 


@ Lightweight, compact, easy to handle 


@ Self-priming, rotary vane-type pump- 
ing unit delivers 12 g.p.m. 


Y% h.p. capacitor motor assures low 
voltage starting 


Swivel-type bung adapter simplifies 
installation and handling 


New Tokheim flow-type meter has 
horizontal counter in two sizes 


NEW TOKHEIM 85 tor skid tank or pedestal 


Here’s a UL-listed portable electric pump 
specifically designed for consumer use! 
Easy to handle, economical to operate. 
Capacitor motor, lubricated and cooled 
by product, assures starts at less than 80 
volts. New Tokheim-designed meter has 
horizontal register dial in two sizes, with 
continuous totalizer. Ten feet of hose. 


General Products Division 


Aluminum nozzle hooks into protective 
shield which also actuates starting switch. 
Pump shuts off as nozzle is replaced. 
Ruggedly built; corrosion-resistant inside 
and out. Six models. The “85” is one in 
a great new Tokheim consumer pump 
series. Ask your Tokheim representative 
for complete-line bulletin. 


TOKHEIM CORPORATION . 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 


1650 WABASH AVENUE 





Subsidiaries: Tokheim International, A.G,., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Litd., Toronto, Ontario 


JOKHEIM & 


and Accessories 
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What’s New in Equipment 





combined worth of about $18-million. 
Parts inventories approach $5-million. 

Combined capital investment exceeds 
$22-million. New facilities last year ran 
to $2.8-million and this year will be 
even larger. 

Annual sales volume exceeds $170- 
million. 

While the oil industry might spare a 
single jobber, the association points out, 
the group as‘a whole constitutes a valu- 
able part of oil's marketing function. 


e 

National Assn. of Oil Equipment Job- 
bers has circulated to its members a 
brief treatise on evaporation losses. The 
association urges all equipment jobbers 
to acquaint bulk operators with the latest 
methods of conserving profits by con- 
trolling evaporation. 


« 

Crown Cork & Seal is producing a 
new line of Sinclair motor oil cans with 
re-designed labels lithographed in four 
colors—gold, red, and white with metal- 
lic purple or green. 

e 

Goodyear Pumps, Inc., 9 Rockefeller 
Plaza, N.Y. 20, N.Y., recently formed 
sales organization, will seek distributors 
for its line of positive displacement 
rubber-to-metal type pumps. 


Equipment People . . . 





Paul W. Polk is 
new vice president 
and general mana- 





ger of Buckeye 
Iron & Brass 
Works, Dayton, 
Ohio. He was 
formerly execu- 
tive vice presi- 
dent of Sheffield 
Corp., subsidiary 
of Bendix Avia- 


tion, and _ before 
that was president 
and general manager of Threadwell Tap 
and Die Co., Greenfield, Mass. 
* 
William H. ty 
Dwyer, Jr., has 
been named man- 
ager of Mid-Con- 


Polk 


tinent and Gulf 
Coast sales for 
Graver Tank 


& Manufacturing 
Co., division of 
Union Tank Car 
Co. He is respon- 
sible for oil and 
gas equipment 
sales, previously 
handled as a separate division, as well as 
for sales of all other Graver products. 
The integration is part of Graver’s cur- 
rent expansion program. With Graver 
since 1954, Dwyer had been for 15 
years vice president of Steel Tank Con- 
struction Co., Houston, where his pres- 
ent headquarters is located. 





Dwyer 
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Rush B. Win- 
chester has been 
promoted to dis- 
trict manager of 
Wayne Pump Co., 
division of Syming- 
ton Wayne Corp. 
He was formerly 
a___ sales repre- 
sentative covering 
several southern 
States. Prior to 
that he was sales 
manager for Oil 
Equipment Service Co., Inc. He will re- 
main in Charlotte, N.C. 

* 


Charles W. 
Moss has_ been 
promoted to serv- 
ice sales manager 
of the White 
Truck division of 
White Motor Co. 
He succeeds Har- 
old Halderman 
who has_ entered 
White’s  manage- 
ment sales _train- 
ing course. Moss 
joined the White 





Winchester 





Moss 
organization in 1946 in the Chicago 


branch as assistant service manager, 
later becoming parts manager and truck 
salesman. 

* 


Transfers of 
sales personnel 
at Joyce-Cridland 
Co., lift manufac- 
turer of Dayton, 
Ohio, bring Wal- 
ter S. Bowers and 
John G. Petry to 
new division man- 
ager posts. 

Bowers is in 
charge of the East 
Coast area as far 
west as the Ohio- 
Pennsylvania border. With the company 
since 1940, he was attached to the 
Philadelphia office prior to World War 
If and later was southeastern district 
manager. 

Petry is now Midwest division man- 
ager with headquarters at Dayton. He 
was formerly Northwest district man- 
ager. 





Petry 


M. C. Myers is now manager of 
product engineering and development at 
OPW Corp. An engineering graduate 
of Purdue University, Myers joined OPW 
in 1952 as a sales engineer and later 
was named West Coast district manager. 

* 


S. K. (Cy) Makemson is back on the 
job, having recovered from his pre- 
Christmas coronary while visiting his 
daughter’s family in Tennessee. Cy is 
vice president and general sales manager 
of Bennett Pump division of John Wood 
Co., Muskegon, Mich. “If I take care of 








myself, the doctors say I should be as 
good as new in a year,” says Cy. 
& 

Edward J. 
Doyle, Jr. has 
been named gen- 
eral manager of 
Ardmore Prod- 
ucts, Northbrook, 
Ill. He was for- 
merly supervisor 
of industrial sales, 
division service 
manager and divi- 
sion commercial 
manager for Com- 
monwealth Edison 





Doyle 
Co., Chicago. During World War Il 


Doyle was communications officer 
aboard the U.S.S. Savannah and later 
on the Ticonderoga. 
7 

Lawrence J. Nugent has been elected 
president of Morgan Brothers Co., Pitts- 
burgh, manufacturer of petroleum tanks 
and steel pump-island forms and curb- 
ing for service stations. Nugent has 
been with Morgan since 1927, most re- 
cently as secretary-treasurer. Other offi- 
cers are Robert S. Daniels, who succeeds 
Nugent as secretary-treasurer; Herbert 
F. Rea and Fred J. Kress, vice presi- 
dents. 

© 

Joseph Michael 
Rusche has been 
named New Eng- 
land representa- 
tive for Wm. M. 
Wilson Sons, Inc., 
Lansdale, Pa., 
manufacturer _ of 
consumer - com- 
mercial gasoline 
dispensing pumps. 
A native of 
Drexel Hill, Pa., 
and a graduate of 
St. Joseph’s College, Rusche has been 
in the Wilson sales department for the 
past two years. 





Rusche 


* 
Marshall D. 
Payn has_ been 
named Rocky 
Mountain district 
manager for OPW 
Corp., Cincinnati, 
manufacturer of 
valves, fittings 
and assemblies 


for handling haz- 
ardous liquids. A 
graduate of Mas- 
sachusetts Insti- 
tute of Technology, 
Payn has been a sales engineer for OPW 
since 1957. 


Payn 


In recent shifts at OPW Corp., 
Michael J. Madden has been named 
Los Angeles district manager. He has 
been Rocky Mountain district manager 
for the past two years, and before that 
was a sales engineer. 

Rogers E. Bale has been named to a 
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DX ‘new look 


features new uniforms 
made with “DACGRON’ 


Stay-neat uniforms made with durable 
“‘Dacron’’* polyester fiber play a big 
part in the all-out modernization pro- 
gram by DX Sunray Oil Co. This is the 
first major oil company to make exclu- 
sive use of uniforms made with ‘“‘Dacron’’. 
They were chosen because they keep 
their crisp look . . . hold their crease even 
in the rain. And, because of ‘‘Dacron”’, 
they eliminate the holes caused by battery 
acid, are so durable they cut replacement 
costs. For greater value, order uniforms 
made with “Dacron’’ today. 




















Du Pont better living fibers give you so much more. 







UNITO tailors this uniform of 65% ‘‘Dacron” and 35% 
rayon for DX Sunray Oil Co. 


DACRON' 


POLYESTER FIBER 





8£6.u. 5. pat. OFF 







BETTER THINGS FOR BETTER LIVING 
. THROUGH CHEMISTRY 











*Du Pont's registered trademark. Du Pont makes fibers, not the fabrics or uniforms. 
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” 


More light power with lower costs 


For years NPI has served the varied 
WEHEON FP RODUCcTs needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 





INCORPORATE ID 





ima 4, Ohio U.S.A. with years of trouble-free use built into 
them has been met. In addition, the ca- 

Originators of pacity to deliver on schedule, without 
PLASTILUX®™ Signs fail, has established NPI as the most 

i bs in delle daca gn Makes ~etlg se * reliable supplier of illuminated filling 





station signs. 


| 
We operate ______ filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. . neer to help you modernize your entire 

sign program are available with no obli- 
NAME gation. Just use the coupon at the left. 
1 


SRR REE Nes 





WRITE TODAY — Use this coupon to*get 
a ag IE —— —_—_——- the services of a Signvertising® Engineer. 


RCTS sclbbicdinat etesinlaleietginc 
CITY. ——- 


i oMmolol ite to hitelan 
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newly created post in the sales promo- 
tion department. He will be responsible 
for jobber training, product packaging 
and related sales promotion activities. 
He was formerly a sales engineer. 


John A. Me- 
Dougall has been 
elected vice presi- 
dent, sales, of 
Revere Electric 
Manufacturing Co., 
Niles, Ill. He 
joined Revere in 
1940 as a light- 
ing engineer, 
moved up to avia- 
tion lighting sales 
manager and then 
to general sales 
manager prior to his present appoint- 
ment. He is a member of the Illuminat- 
ing Engineering Society. 


What's New 





McDougall 








Alden 


Kells 


Shifts at Neptune Meter Co. include 
the following promotions: Charles 
Alden becomes branch manager at 
Portland, Ore. He has been with Nep- 
tune since 1951 after graduation from 
the University of Southern California. 
He was formerly sales representative in 
southern California. 

G. King Kells has been promoted to 


in TBA... 





AT fluid 


. called Flare Liquimatic has been 
developed by The Bell Co. for use in 
all makes of automatic transmissions. 
Manufacturer says it will function under 
all temperature changes and will mix 
perfectly and completely with all origi- 
nal equipment fluids. 


(Circle No. 54 on Reply Card) 


Curb sign 


. for service stations is offered by 
Champion Spark Plug with “Mechanic 
On Duty” text on top half and Cham- 
pion trademark on lower half. The all- 
metal sign with driveway stand sells for 
$7.50 with orders for any 50 Champion 
spark plugs. 

(Circle No. 55 on Reply Card) 


Car polish 


. . especially designed for impulse sell- 
ing is being marketed by National Car- 
bon Co., division of Union Carbide 
Corp. The new “Eveready” polish is 
claimed to feature “product and mer- 
chandising advantages never before avail- 
able” and is being advertised as the 
“easiest and fastest on the market.” 
Packaged in 12-0z., squirt-top cans with 
suggested retail price of $1.29. 

(Circle No. 56 on Reply Card) 


Filter cabinet 


. introduced by Wix Corp., Gastonia, 
N.C., has space to stock and display 
both oil and air filter cartridges. Said 
to permit automatic control of filter 
stocks as well as faster filter selling and 
filter installation service. An added fea- 
ture of the Wix replacement cartridge 
line is a thorough foreign car coverage. 


(Circle No. 57 on Reply Card) 


Fuel filter 


. Said to be an improvement over 
current ceramic-type filters is being mar- 
keted by Purolator. Filtering element of 
the GF-11 is similar to that used in 
Purolator’s oil and air filters and should 
be changed every 5,000 miles, according 
to manufacturer. 

(Circle No. 58 on Reply Card) 


Oil filter cartridge 


. made by Lee is claimed to be a 
superior product. New synthetic resins 
are used in new mass production proc- 
ess. New design is said to eliminate 
possible filter failure by collapse, by- 
pass or channeling of contaminants. 

(Circle No. 59 on Reply Card) 


Instant Simoniz 


. is being pushed in its new push- 
button package. A paste wax and cleaner, 
it’s being advertised as a product that 
“Gives a real Simoniz Wax job—without 
the hard work.” Claimed to be suitable 
for all car finishes—new acrylics, mela- 
mines, lacquers and enamels. Retail price 
$4.50. Backed with 26 full-page, 4-color 
magazine ads running in the early part 
of 1959. 


(Circle No. 60 on Reply Card) 


“All Traction” 


. is the name of a new combination 
tire added to the Firestone line. De- 
scribed as being in the “low-price 
range” it is said to be designed pri- 
marily for rural and local trucks. Extra 
tread depth, from 48% to 65% greater 
than usual highway tires, is said to be 
main feature of the All Traction. 

(Circle No. 61 on Reply Card) 
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What’s New in Equipment 


manager of the San Francisco-Bay area 
branch. A former sales representative 
in California areas, Kells is a graduate 
of the University of Oregon. 

John F. Sanders, former sales rep- 
resentative in Missouri, is now assistant 
district manager at the N. Kansas City 
office. At one time he was superintend- 
ent of the Boonville, Mo., water depart- 
ment. 


6 

Néw officers of National Truck Tank 
and Trailer Tank Institute are: Arnold 
F. Meyer, Heil Co., president; H. R. 
Lauffenburger, Pennsylvania Furnace & 
Iron Co., vice president; W. E. Kennedy, 
Southern Tank, treasurer. 

Executive committee members are: 
David Bernstein, Independent Metal 
Products div., Fruehauf Trailer; L. S. 
Durrell, Industrial Steel Tank; N. W. 
Mueller, Farrell; J. A. Havstad, Brown 
Steel Tank. Allan R. Smith continues as 
executive secretary. 


Radiator cleaner 


. added to the Olin Mathieson line 
can be left in cooling system and drain- 
ed when convenient. Pyro Rapid Flush 
flushes an automotive cooling system in 
10 minutes. It is non-acid, nonflamma- 
ble, harmless to metal and rubber parts. 
Retail list price $1.00. 

(Circle No. 62 on Reply Card) 


Premium tire 


. has a double air chamber and a 
new type of puncture sealing compound. 
The diaphragm, or inner tire, is 
mounted inside the casing on its own 
bead ledge. It can support the car if 
the outer casing is damaged. Sealing 
compound in the Firestone Premium 
Quality grips puncturing objects and 
holds air. 

(Circle No. 63 on Reply Card) 


TBA Literature .. . 


Battery chargers 


. in the Christie line are shown in 
new catalog identified as Bulletin A-59. 
Also described is complete new line of 
“Handee Chargers” for home, farm, ma- 
rine and industrial users. 


(Circle No. 64 on Reply Card) 





Antifreeze brochure 


. has just been issued by Commer- 
cial Solvents. The subject is “Producing 
and Marketing Your Brand Antifreeze.” 
It describes the many-sided CSC serv- 
ices, from product formulation to mer- 
chandising, available to private brand 
antifreeze marketers. 

(Circle No. 65 on Reply Card) 


(Continued on next page) 
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Cap catalog 


and application chart issued by 
Stant are now available. Included are 
recommendations on radiator, gasoline 
and oil filler caps for 128 model-make 
classes of domestic passenger cars; 84 
classes of trucks and tractors; 24 classes 
of foreign passenger cars, Models are 
covered back to 1937. 

Circle No. 66 on Reply Card 


Seat cushion manual 


. . . prepared by Mitchell is intended as 
a service station sales guide. Manual 
discusses how to display the product; 
how to spot good prospects; gives ex- 
amples of sales talks that have proved 
successful with different types of pros- 
pects including owners of air-conditioned 
cars, 
Circle No. 67 on Reply Card 


Brake service 


sales aid by Ammco Tools tells 
how to spot and sell prospects and ex- 
plains how dealers can make brake work 
fast and easy. Includes a check list on 
brake service equipment. Title of illus- 
trated booklet is “How To Earn Big 
Profits in Brake Service.” 

Circle No. 68 on Reply Card 


For Accurate TEMPERATURE RECORDS 


at MODERATE COST 


RANGES AVAILABLE 
A One Rotation 
— wre of Chort 
lange 






7 Doys 
.. 24 Hours 
. .24 Hours 


Use TEMPSCRIBE Recorders 


BULB-TYPE (illustrated)—For recording temperatures at a distance 
BI-METAL TYPE — For recording temperatures in surrounding air 


¢ Portable—easily carried. Can be set on flat surface or hung on wall. 
@¢ Spring-wound instrument-type clock: 3 standard movements—8 hours, 


24 hours or 7 days. 


@ Instrument measures 412” x 512” x 742”; uses 41/4” diameter charts. 

@¢ Chart graduations easy-to-read; spaced uniformly over full range. 

d@ Pen and its actuating components are in door. Doors are completely 
interchangeable to convert to any temperature range, or from bi-metal 


type to bulb-type. 


Also available: (1) Interchangeable door with electro-magnetic 
armature to record running time of motors, burners, solenoid 
valves, etc. (2) Two-pen doors for recording temperature and elec- 


trical operation on same chart. 


Write for Leaflets 786 and 872 


BACHARACH INDUSTRIAL INSTRUMENT CO. 
200 N. BRADDOCK AVE. © PITTSBURGH 8, PA. = 1-25 
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Tire guide 


; in.new 80-page 1959 edition is 
available from Elger Co. Price $2.00. 
Contains current price lists on passenger 
tires and tubes together with complete 
passenger and truck comparative tire 
level charts, and latest retreading price 
lists, 
Circle No. 69 on Rep!y Card 


TBA Suppliers . . . 


Something new in battery brands: 

Starting this month, Firestone is han- 
dling Delco batteries in addition to its 
own private brand line. 

Soon, probably about August, Good- 
year will take on both the Delco and 
Autolite batteries and will drop its Good- 
year battery line. 





Goodyear offers a written guarantee 
against flat tires to users of its Captive- 
Air steel cord shields. The shields pro- 
vice an armored inner air chamber and 
are available with Goodyear premium 
tires. 


6 
National Carbon has a new film avail- 
able called “Assignment: Antifreeze 


Sales.” Film features actual interviews 
with typical station operators who give 
their views on cooling system service. 











This small addition to your line will 
make a bi 
picture. 
downs are money-makers because 
every car owner is a potential cus- 
tomer. ““Two-fisted” battery protec- 
tion sells on sight. They’re new be- 
cause only 2 sizes (6-Volt& 12-Volt) 
fit all passenger cars. You need less 
storage space, inventory. You get 
faster turnover, bigger profit mar- 
gin. For further facts on these little 
profit-builders, contact: 


TBA ASSOCIATES 


RR 19, Box 117 * Indianapolis 20, Ind. * Telephone: Liberty 7-7997 








General Electric offers an improved 
lamp packaging method based on a 
unique break-apart package. Lamps in 
multiples of 100 can be warehoused, 
inventoried and reshipped. in the package 
received from General Electric. An inner 
sleeve forms a ready-made bin from 
which to fill orders for less than 100 
lamps. 

© 

Delco-Remy reports _ replacements 
sales are running 52% above last year 
for electrical components and 31% for 
Delco batteries. Key factor is said to be 
the vigorous and aggressive efforts to 
“broaden the base of retail outlets.” 


* 
Johns-Manville’s current consumer ad- 
vertising campaign urges a check not 
only of brakes, but of tires and wheel 
alignment as well. A “Wheel of Safety” 


|Get a new grip 
on a big market with 


MY:Torip 


Balltbey HoldDowns 













difference in your profit 
y-T-Grip battery hold- 









NATIONAL PETROLEUM NEWS * June, 1959 




















hs eel 


the world 
of Kenneth Goodwell... 


an almost average 
oil jobber in a 
$30 billion market 


Ken GoopweELL and his Good Oil Co. are 
typical of the roughly 8000 to 10,000 oil job- 
ber companies so vital to the marketing of 
petroleum. National Petroleum News made 
a survey to get an illuminating composite of 
the “average jobber.” Then a search was 
made to find the company that best fit the 
picture painted by the statistics. 

Obviously, many jobbers have more than 
exactly 10.7 employes, or own more than 
3.12 service stations, 1.3 bulk plants or 6.3 
pieces of rolling stock; but in most categor- 
ies Good Oil comes close to the average. 
Ken’s company sells 142 million gallons of 
gasoline each year, 550,000 gallons of kero- 
sine, 700,000 gallons of fuel oil. Its total an- 
nual volume is $625,000 — $90,000 of which 
is from tires, batteries and accessories. 


Oil jobbers, together with their market- 
ing management counterparts in the major 
oil companies, do almost all the buying and 
specifying of oil marketing equipment. And 
this is big business: the 1959 oil marketing 
market will include capital expenditures 
16% higher than 1958 — $469 million — and 
retail service station sales of $17 billion. 

If you want to reach this market, you 
should use National Petroleum News — the 
longest established magazine devoted ex- 
clusively to oil] marketing. NPN’s 9 full- 
time editors and 72 contributors continually 
turn out the kind of stimulating editorial 
material that produces money-making, 
money-saving ideas for the oil marketing 
manager. If you want more information on 
Ken Goodwell and the market he represents, 
write for our booklet, “An Almost Average 
Oil Jobber.” 








‘imee « «= @ = 


NATIONAL PETROLEUM NEWS 
For Oil Marketing Management 


@ai pad @ Audited Circulation 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N.Y. 


























What’s New in TBA 





merchandising kit is available to deal- 
ers. 
« 

A new Bear promotion program called 
“Chase the Kil-Joys Out” sells the pub- 
lic on wheel and tire services that elimi- 
nate shimmy, vibration, hard steering 
and excessive tire wear. 

* 

Dow Chemical Co, is circulating in- 
formation about air-conditioned cars 
that need year-round glycol antifreeze. 
Dow estimates that by next year 15% 
of all new cars will be air conditioned. 

a 

B. F. Goodrich has opened a large 
new retread plant at 1530 S. Alameda 
St., Los Angeles, replacing a smaller 
plant that was destroyed by fire. The 
new plant has capacity for 300 retreads 
a day and handles all sizes. 


. 

Cooper Tire & Rubber Co. has added 
an 80,000-sq. ft. warehouse to its main 
plant at Findlay, Ohio. The warehouse 
receives tires direct from production 
lines on a modern, new conveyor system. 


« 

General Electric predicts that the 
automotive lamp renewal business, which 
has doubled in 9 years, will expand 
further because of more cars, more 
lamps per car, more two-filament lamps, 
and expecially sales of the new Suburban 
headlamp to modernize some 50-million 
two-headlamp cars. 


. 
Firestone is featuring the Allen-Scope 
in advertising low-price tuneup specials 
as a traffic builder for a company store 
in a metropolitan area. Prices are $6.66 
for 6-cyl., $8.88 for 8-cyl. 
« 


Pullman Vacuum Cleaner Corp. is 
offering a TBA sales aid in the form 
of a badge with 78 inserts. Attendants 
need no sales talk—the badge says it 
for them. 

ry 

Goodyear has launched its own re- 
tread merchandising program similar in 
some aspects to Tire Retreading Insti- 
tute’s program. Participating dealers will 
get an identifying seal and will be backed 
by an integrated advertising campaign. 

” 

AC Spark Plug offers an improved 
version of its tester for dry-type air 
filters that measures air volume flowing 
through filter. Kits are also available 
to convert the older model brought out 
in 1957, 

® 

Union Carbide Chemicals is conduct- 
ing another spring drive for antifreeze 
drainage. Climax will be a special pro- 
motion called “Cooling System Mainte- 
nance Week,” introduced last year. 
Mayors, governors, safety officials and 
service organizations will join in with 
official proclamations and special com- 
munity programs. Over 1,000 radio sta- 
tions will get special public service 
scripts. Car owners will be warned of 
the need for cooling system checks 
before summer to avoid road_break- 
down, traffic tie-up and accidents. 
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PUROLATOR 


Prete 





Purolator this summer will offer a long 
list of prizes for service station men. 
Anyone who installs Purolator cart- 
ridges can get in on the Prizarama 
Sweepstakes by peeling off the back of 
a special “Seal of Protection” door jamb 
sticker and sending it in. 

Top prize in a list of 2,400 individual 
prizes is a $5,000 swimming pool in- 
stalled at the winner’s home. Other prizes 
include station wagons, pianos, out- 
boards and tool kits. 

* 


Gates Rubber Co. will build a new 
tire plant in Nashville, Tenn. The new 
location will put the firm in a better 
competitive position in southern and 
southeastern areas. 

« 


Thermoid Div. H. K. Porter Co., is 
trying out seasonal cartoon-type out- 
door posters plugging Thermoid brake 
linings, fan belts and hose. Test cities 
are Dallas, San Francisco, Philadelphia 
and Pittsburgh. 

ey 


National Carbon is offering an illus- 
trated wall chart showing a schematic 
drawing of an automotive hydraulic 
brake system. Includes cutaways of mas- 
ter and wheel cylinders and a diagnosis 
table. 

« 


Dill Manufacturing Co. is educating 
the public, via a series of ads in 
Reader’s Digest, on the need for electric 
vulcanization of tubeless tire repairs. 
Ads will offer a 12-page booklet, “Tips 
to Get Longer Life, Safer Service From 
Your Tires.” 

* 


General Electric automotive replace- 
ment lamps are now in the Firestone 
TBA line. Available to all service sta- 
tions, the line includes the new G-E 
Suburban headlamps featuring a lower 
beam that gives a spotlight effect. 

@ 


Tung-Sol Electric, Inc., has adopted 
a new, space-saving flat pack for four 
popular miniature lamp types. Pack 
snaps open with light thumb pressure. 
Lamp bases show through rear of pack 
for quick inventory checking. 

« 


Final count of replacement passenger 
tire shipments for 1958 reached a record 
high of 61,570,108, up 8.77% over the 
previous high for 1957. Truck tire total 
of 13,232,377 was down 1.48% from 
1957. 








Fram Corp. is promoting more oil 
changes and lube jobs and more filter 
cartridge replacements with a silver an- 
niversary “Treasure Hunt” campaign. 
Cash prizes from $1 to $1,000 will be 
paid to dealers who find the 10,000 
secretly marked Fram oil and air car- 
tridges distributed last year and installed 
in old and new cars. Duplicate prizes 
go to car owners and to Fram whole- 
saler salesmen. 

az 


Du Pont offers a choice of premiums 
with its automotive specialties. Dealers 
can have one free case with every five 
cases; a Dacron comforter with a 6- 
case selection; a matching pillow with 
a three-carton selection. 


TBA People .. . 





H. Stanley La- 
Velle has been 
transferred from 
from TBA _ super- 
visor at  Skelly’s 
Dallas division to 
the Kansas City 
home office TBA 
department in 
charge of battery, 
accessory, farm 
chemicals and an- 
tifreeze sales. He 
succeeds W. E. 
Crouch, now with United States Rub- 
ber Co. 





LaVelle 


Charles H. Cheatham has been named 
manager of the retread, repair materials 
and battery department of Kelly-Spring- 
field. He fills a vacancy created by the 
death of H. K. McAtee in February. 
Cheatham has been with Kelly since 
1956 as manager of the Washington, 
D.C., branch. 

e 

Major _realign- 
ment of Simoniz 
Co.’s organization 
structure results 
in these changes 
among others: 

R. C. Shrop- 
shire becomes ex- 
ecutive vice presi- 
dent and general 
manager in charge 
; of all household 

Shropshire and automotive 
products in the 
domestic market; D. E. Cluck is director 
of sales; Paul Greenfield, director of 
merchandising; J. J. O’Hanlon, director 
of market research; R. P. Fox, vice 
president and general manager of Si- 
moniz Ltd., Canada. 

* 


Maynard C. Wheeler has been elected 
president of Commercial Solvents Corp. 
He succeeds J, Albert Woods who con- 
tinues as a consultant. Wheeler joined 
CSC in 1923 and has served in a num- 
ber of posts in production, engineering, 


4 


NATIONAL PETROLEUM NEWS °* June, 1959 





5 i i ill 





research and _ over-all management 
phases of the business. He was most 
recently senior vice president. 
e 
Grover bs 


Clark, formerly | 


with B. F. Good- 
rich, is now su- 
pervisor of tire 
merchandising for 
Chemstrand Corp. 
He will be at 
Chemstrand’s Ak- 
ron district office 
and will concen- 
trate on Chem- 
strand’s acceler- 
ated nylon tire 
cord merchandising program. Clark was 
previously manager of merchandising 
and oil company sales for BFG Asso- 
ciated Lines. 
* 


R. C. Berkinshaw has been elected 
board chairman of Goodyear Tire & 
Rubber Co. of Canada, Ltd. L. E. Spen- 
cer has been elected president and gen- 
eral manager. Berkinshaw joined the or- 
ganization in 1920 in the legal depart- 
ment. He has served as president and 
general manager since 1952. Spencer was 
named executive vice president in March 
1958. He was formerly a vice president 
of Goodyear Tire of Akron. 

° 

Neil Uptegrove 
is the new mana- 
ger of advertising 
and sales promo- 
tion for Tung-Sol 
Electric Inc. He 
was formerly with 
Allen B. DuMont 
Laboratories, Inc., 
most recently as 
manager of tech- 
nical advertising. \ 
Before that he 3 
was a member of Uptegrove 


the editorial staff of Scientific American. | 


* 
Norman H. Biggers, formerly with 


Dayton Rubber Co., has joined Mans- | 
field Tire & Rubber Co. as contact man | 
on private brand tire accounts. His | 
headquarters will be at Mansfield’s new | 


plant recently opened in Tupelo, Miss. 
2 
Anthony E. Berry is now assistant 
TBA manager at Ashland Oil. He was 
formerly a merchandising salesman. 
7 
Bob Eastman, onetime TBA manager 
for Sun Oil Co., and subsequently sales 
manager for Cristy Chemical Co., is 


now a manufacturers representative for | 
automotive products in the New England | 
area. He operates as Eastman Co., at | 


Jennings Rd., Westborough, Mass. 
a 


Paul Hawk, TBA manager, Standard | 
of Indiana, has been promoted to as- | 
sistant general manager of operations. | 
He is succeeded by T. L. Bransford, | 
formerly administration manager for the | 


Kansas City region. 
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p DELIVERS MORE GALLONS— 
WITH LESS WORK 
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BENNETT BIG 
TRANSFER PUMP 


Sturdy all-metal construction withstands roughest 
treatment. High vacuum self-priming Big G delivers 
a constant flow of 20 gallons a minute—with up to 
a 20-foot lift. 
Big G pumps... 

e KEROSENE e FUEL OILS ¢ MOTOR OILS 

e GASOLINE ® LUBRICATING OILS 

e OTHER FLUIDS FROM SKID TANKS AND DRUMS 
Die-cast aluminum piston and automotive-type pis- 
ton rings assure dependable service under severe 
conditions. Vacuum breaker prevents siphonage and 
provides complete hose drainage. No foot valve. Wide 
variety of models. Patent 2,849,051 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN Bei 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg © Vancouver 


(To obtain more data on advertised products see page 168) 
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PooNtsiieysy CORPORATION 


30 EAST 42ND STREET, NEW YORK 17, N.Y. 


An Open Letter to Oil Company Marketing Managers 
re: Marketing "Prestone" Anti-Freeze 


We are aware that your marketing organization is probably 
doing a good job in the promotion of your own brand of 
anti-freeze. But we also are convinced that your total 
gallonage of ethylene glycol type anti-freeze in your 
present marketing area would greatly increase with 
"Prestone" anti-freeze — either alone, or in conjunction 
with your own brand. Here's why this is true: 


— "Prestone" anti-freeze is the top quality product 
preferred by both dealers and consumers. Concentrated, 
hard-hitting ad campaigns such as 1958's highly effective 
effort will continue to increase this preference. 


— You make a minimum investment ("Prestone" anti-freeze 
is always available when and where you want it) with a 
maximum profit (all our "National Account" customers 
have shown greatly increased volume. ) 


— Our "National Accounts" department is made up of 
specially trained men who coordinate the "Prestone" 
anti-freeze program with your own merchandising efforts. 


— Specialized merchandising, millions spent on national 
advertising, research and development by the world's 
largest anti-freeze laboratories are all yours as part 
of the packaged price of "Prestone" anti-freeze. 


We can give you facts and figures — expressed in percent- 
ages, of course — on the proved sales results for 28 major 
oil companies now selling "Prestone" anti-freeze. What we 
have done for them, we can do for you. Will you let us 
show you how and why "Prestone" anti-freeze can fit into 
your anti-freeze program to increase your sales and profits? 


We believe that the "Prestone" brand offered to motorists 
with your sponsorship would make for a long-lasting and 
mutually profitable relationship between our companies. 


Very truly yours, 


Vice Presy¥d ~—Consumer Products 
National Carbon Company 
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NEWS NOTES 


Two new members to the general 
committee of the American Petroleum 
Institute’s marketing division were ap- 
pointed in April. Leo J. Hoar, Sinclair 
Refining Co., has replaced Mare F. 
Braeckel; and Harry L. Moir, Pure Oil 
Co., has succeeded Lisle W. Sweet, Pure. 





s 

A. B. McClellan will be in charge of 
the new Buffalo sales zone for Amalie 
division, L. Sonneborn Sons, Inc., Frank- 
lin, Pa. The new sales zone, with head- 
quarters in Springville, N. Y., was 
formed to handle growing Amalie sales 
in the western New York State and 
northwestern Pennsylvania areas. 


* 

William W. Gordon is the new vice 
president in charge of sales at J. H. 
Rae Oil Co. A past president of the Oil 
Heat Institute, Gordon has been as- 
sociated with the Rae firm since 1936. 


* 

Col. Dwight T. Colley, director and 
vice president in charge of domestic and 
foreign marketing for the Atlantic Re- 
fining’ Co., Philadelphia, was elected a 
director of the Brand Names Founda- 
tion, Inc., at the annual BNF Members’ 
Day business meeting. 


» 

Edward L. Steininger, president, Sin- 
clair Oil Corp., and Herbert Willetts, 
executive vice president, Socony Mobil 
Oil Co. have been elected board mem- 
bers of the National Industrial Con- 
ference Board. 

° 

Wilson J, Clark, president of the C. 
H. Clark Oil Co. in Cleveland, has 
been renamed area chairman in the 
metropolitan division of Cleveland’s 
1959 United Appeal. 

e 


Galen E. Wilson, president of Galen 
E. Wilson Petroleum Co. of Saginaw, 
Mich., was honored as “Michigan’s Job- 
ber of Oil’s First One Hundred Years” 
at the annual banquet of the state pe- 
troleum assn. 

* 

John J. Kiley has been appointed pur- 
chasing agent of Fiske Brothers Refin- 
ing Co., Newark, N. J., and Bernard T. 
Hiney was named assistant purchasing 
agent and traffic manager. Kiley replaces 
H. N. Eldridge, who retired after more 
than 35 years of service. 

+: 

R. D. Smith, assistant to the presi- 
dent and executive representative for 
Union Oil Co. of Calif. in Great Falls 
(Montana), retired May 1 to become a 
consultant for the company. 

~€ 

A 38-year veteran of Vickers Petro- 
leum Co., Inc., Wichita, John S. Wertz, 
board chairman, has retired. 


* 
A. F. Reed, vice president of Lion 
Oil Co. retired May 1. Reed joined Lion 


in 1929 as distributor of 
products. 


tank car 
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New Sohio Post Shifts Eight 


A NEW CREDIT manager’s post has 
been created in Standard Oil Co. (Ohio)’s 
marketing department “to achieve better 
use of credit sales.” 

The position has been assigned to F. 
Marshall Tarr, member of retail sales 
for the past seven years. 

Tarr started with Sohio in 1928 as a 
service station salesman. He has since 
served as office manager in Canton di- 
vision, clerk in marketing operations, 
and operations manager in Cincinnati 
division. He was division manager at 
Mansfield from 1948 until named to head 
retail sales. 

Wilfred Gaidry, manager of Cincin- 
nati sales division, succeeds Tarr. 

The manager of Lima sales division, 


John J. (Jim) Oram, replaced Gaidry. 
Joseph C. Donato, distribution man- 

ager in Columbus sales division, ad- 

vances to Lima division manager. 

Bryant E. Corwin, manager of Zanes- 
ville sales division moves to Akron sales 
division as manager, replacing Alexander 
B. Clarke, who was promoted to man- 
ager of the manufacturing department in 
March (NPN—Apr. p198). 

Harold E. Mechling, manager of 
marketing’s employe relations division, 
replaces Corwin. 

The manager of Canton sales division, 
Lester E. Merydith, moves to Mansfield 
division as manager, and Warren H. 
Thomas, manager at Mansfield, becomes 
manager of Canton sales division. 





J. R. Cunningham has been appointed 
to the newly created position of regional 
special representative assigned to jobber 
sales and jobber relations for Continental 
Oil Co.’s Rocky Mountain region. 

a 

John R. Schulten has been named 
sales manager of the Port Petroleum 
Corp., Troy, N. Y. He resigned his post 
as Albany district wholesale representa- 
tive of the Cities Service Oil Co. His 
new duties will entail advertising, sales 
promotion and marketing. 

+ 

Paul C. Hawk, manager of the TBA 
department for Standard Oil Co. (In- 
diana), has been appointed assistant 
general manager, administrative and op- 
erations. Hawk succeeds the late J. M. 
Hamer. 

Thomas L. Bransford will succeed 
Hawk. Bransford’s successor at Kansas 
City, Mo., as administrative manager of 
the southwestern sales region will be 
announced later. 

. 


John R. Lauterbach, in charge of pro- 
cess products sales for Socony Mobil 
Oil Co. for the past 17 years, has 
joined National Wax Co. as domestic 
sales manager. 

> 

Allen Dewart, formerly gasoline tax 
administrator in Indiana and more re- 
cently a Shell jobber, has been appointed 
district manager of Triangle Refineries, 
Houston, Tex. He will be in charge of 
the terminal and operation for Triangle 
in Louisville, Ky. 

* 

Arthur L. Beckner, formerly district 
sales supervisor for Tidewater Oil Co. at 
Minneapolis, has been named sales rep- 
resentative for Colorado, Montana, New 
Mexico, Wyoming and the western part 
of Texas. A new realignment of the sales 
responsibilities for Veedol products in 
the territory is a result of Tidewater’s 
recent sales of its midcontinent retail 
outlets. 
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Winding up the season at the Texas 
Oil Jobbers Assn. meeting in San An- 
tonio, Paul Tanner (left), assistant sales 
manager, Skelly, Kansas City, and Jim 
Wait, trade relations manager, Conoco, 
note that both have attended every jobber 
meeting in their marketing territory since 
last fall. Completing 42 years with 
Conoco, Wait, 62, took early retirement 
the end of April. 

a 


J. F. Lane has been appointed man- 
ager, wholesale distributor division, 
wholesale sales, of the Standard Oil Co. 
(Calif.), succeeding D. W. Smith, who 
has retired. O. E. Garver replaces Lane 
as assistant manager of this division. 

a 

E. B. “Ed” Thompson was appointed 
manager of foreign trade of Standard 
Oil Co. (Calif.). Thompson has been 
manager of retail sales in Standard’s 
Oakland division since 1941. 

He succeeds W. C. Lane, who died 
suddenly last December. 

8 


E. H. Lyon, manager of Phillips Pe- 
troleum Co. sales department, has been 
elected a vice president of the company. 

7 

William W. Eversmann has been 
elected vice president (sales) of Hartol 
Petroleum Corp. Eversmann has been 
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ROYAL FUEL OIL DELIVERY HOSE 


WHEN 1! 


The 1%” (1I.D.) size of U. S. Fuel Oil Delivery Hose has 
a flow rate approaching the 1%” (1I.D.) size, yet its out- 
side diameter permits it to be reeled in almost the same 
space as the smaller size 14” (1.D.)...a unique saving 
in space. 

The carcass of U.S. Royal is kink-resistant, yet flexi- 
ble and light in weight. The tan, non-marking neoprene 
cover is resistant to abrasion and extremes of weather. 


Mechanical Goods Division 


8 


"Pr 
ocd 


/” 
2s 


Stainless-steel static wire incorporated for positive static 
dissipation. Standard sizes also available in three braids. 
This hose is one of the complete line of “U.S.” oil 
marketing hose—each hose in the line is a time-and- 
work saver with superior features for specific jobs. 

Get U.S. Royal Fuel Oil Delivery Hose or any of the 
“U.S. oil marketing hose from your Oil Equipment 
Jobber or write address below. 

*mathematical symbol meaning approximately equal to. 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 


(To obtain more data on advertised products see page 168) 


In Canada: Dominion Rubber Company, Ltd. 
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sales manager for Hartol since October, 
1958; before that was district manager 
in the Baltimore area. 

» 

Samuel E, Charlton has been named 
manager of Esso Standard Oil Co.’s 
Pennsylvania sales division. He has 
been acting manager since J. F. Dixon, 
division manager for six years, took an 
assignment in Sweden last September 
with another affiliate of Standard Oil 
Co. (N. J.). 

DuVal F. Dickey will move from a 
post in New York to become assistant 
manager. Guy V. Malonee, dealer mer- 
chandising manager in Esso’s New York 
sales division, succeeds Dickey. 

* 

Lloyd L. Owens, Memphis district 
sales manager of Lion Oil Co., El 
Dorado, has been named sales training 
manager of the station sales section. 
Owens joined Lion in 1943 as agent and 
supervisor and has been in his present 
position since 1947. 

Edmond N. Carter, sales supervisor 
at Ft. Smith, Ark., has been made as- 
sistant manager of the El Dorado dis- 
trict. Carter was employed by Lion as 
supervisor at Little Rock in 1947. 

* 

Everett E. Horn has been appointed 
to the newly created post of fish and 
wildlife administrator for Richfield Oil 
Corp., Los Angeles. Prior to this, Horn 
was executive secretary to the wildlife 
conservation board of the California 
State Department of Fish and Game. 


» 

Tim Loizeaux of Fuel Merchants Assn. 
of New Jersey, was renamed chairman 
of Oil-Heat Institute’s distribution divi- 
sion for another year. 

Named area vice chairmen were Ever- 
ett Elliott of OHI of New England, 
East; Francis Schuster of OHI of In- 
dianapolis, Midwest; and W. Gerry War- 
rington of OHI of Washington, Far 
West. 

Regional vice chairmen include Regi- 
nald Swett of OHI of New England, 
New England; Pat Caputo of OHI of 
Long Island, Middle Atlantic; Joseph 
Berry of North Carolina Oil Jobbers 
Assn., South Atlantic; Lavern Schaetzel 
of Wisconsin Petroleum Assn., Great 
Lakes; Robert A. Young of Iowa Oil 
Jobbers Assn., North Central; Henry 
Daugherty of Tennessee Oil Men’s Assn.., 
South Central; George Basta of OHI of 
Northern Nevada, Mountain States; and 
Al Loucks of OHI of Oregon, West 
Coast. 

All the above, together with Bill 


Kenny, Jr., of Empire State Petroleum, 


Assn., and George Wolf, Jr., of OHI of 
York-Adams, Pa., constitute the distri- 
bution division’s board of directors. 


* 

G. J. DeMartini has been appointed 
manager of retail sales for the Seattle 
division of the Standard Oil Co. of Cali- 
fornia. He formerly was division man- 
ager of retail sales in Sacramento. He 
succeeds R. F, Wood, recently assigned 
to the company’s Long Beach division. 


New Look at Tidewater 


About Oil People 





HERE’S WHAT a vice president’s office looks like at Tidewater Oil Co.’s new 
Madison Ave. address in New York City. Tidewater moved uptown recently 
after 80 years at 17 Battery Place (NPN—March, p29). Seated behind his 
desk is J. G. Jimenez, vice president and general manager, eastern division. 
Scanning a report with him is John W. Gendron, assistant general manager of 


the eastern division. 





The Atlantic Refining Co., Philadel- 
phia, has made the following personnel 
changes: 

L. A. Madden, Jacksonville, Fla., dis- 
trict manager, has been named Maryland 
district manager. Madden has previously 
held sales and sales supervisory assign- 
ments in Newark and Miami districts. 

George W. Brown, direct marketing 
manager, Southern region, becomes 
Jacksonville manager. Brown served in 
the eastern Pennsylvania and Southern 
marketing regions. 

H. M. Hathaway moves from man- 
ager, Maryland district, to manager, 
Boston district, replacing L. E. Wilson, 
retired after 25 years’ service. 

Robert E. Glendening has been ap- 
pointed district manager in Binghamton, 
N. Y., replacing W. J. McCambridge, 
Jr., previously promoted to sales man- 
ager, New York marketing region. 
Glendening served in sales and sales 
management positions in the New York 
region and in the company’s marketing 
ynit in Brazil. 

F. C. Bowman moves to Wilmington, 
Del., as district manager, replacing R. S. 
Zinn, retired after 43 years’ service. 
Bowman served as Philadelphia district 
manager and in other management ca- 
pacities, and in 1958 was appointed man- 
ager of wholesale marketing, eastern 
Pennsylvania region. 


* 

H. J. H. “Herb” Roy became manager 
of marketing research and methods for 
Mobil Oil Co. on May 1. Before that 
Roy had been associated with General 
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Petroleum, Mobil’s West Coast affiliate, 
as manager of the department of mar- 
keting organization and research, a de- 
partment Roy developed. 

® 


Loren S. Pearce of Pearce Burner Oil 
Co., Seattle, is the new president of 
Oil-Heat Institute of Washington. He 
succeeds Al Flournoy of Seattle Diesel 
Oil Co., Seattle. 

Other officers are Stan Sather of 
Sather Oil Co., Tacoma, vice president; 
John Bissell of Bissell & Cox, Yakima, 


_ Secretary; and Fred Richards of Richards 


Oil Co., Seattle, treasurer. 
+ 


Frank E. White, assistant to the vice 
president and director of marketing, 
General Petroleum Corp., Los Angeles, 
marked 30 years of service with the 
company in April. 

e 

Dewey Blanton has been appointed 
general manager of the Odom Oil Co., 
Spartanburg, S. C. 

* 


Leo J. Hanley of John Heney & Son 
Ltd., Ottawa, set two precedents when 
he was elected president of Oil Heating 
Assn. of Canada. Hanley, the sixth 
president in the 23-year history of OHA, 
is the first president who doesn’t hail 
from Toronto and the first heating oil 
jobber to take the top office. Past presi- 
dents have come from the equipment 
manufacturers’ group of OHA. 

Other officers of OHA include Ralph 
A. Yale of Tolhurst Oils, Ltd., Mont- 
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Plenty of 
Nuts and 
Bolts 


... another reason for 


Autocar’s 
fine 
reputation 


Nut and bolt assembly is far 
superior to the usual riveting 
and welding method in building 
a truck. It makes for more dur- 
able construction, lower main- 
tenance and easier replacements 
in service. It is just one more 
quality characteristic that makes 
the Autocar “the world’s finest”. 


“World's Finest” 


Division of 
The White Motor Company 
Exton, Pennsylvania 
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real, vice president; and D. J. Brooker 
of Aero Tool Works, Ltd., Toronto, 
secretary-treasurer. 
ry 
Standard-Vacuum Oil Co., White 
Plains, N. Y., has appointed Victor H. 
Peterson assistant manager of its public 
relations department. 


Cool: Easy to talk to 


A JOBBER who likes to play golf, 
hunt, bowl and travel in planes heads 
up Empire State Petroleum Assn. 

He’s Harry J. Cool, 56, relaxed, 
easy-talking — still easier to talk to 
— senior vice president of George 
Hall Corp.. Calso jobbership in Og- 
densburg, N. Y. He succeeds Rich- 
mond F. Meyer of Poughkeepsie. 

Cool is the first to admit his golf 
game is nothing to brag about. He 
has a handicap of 16, which puts 
him in the 90s. But he’s not out to 
making a killing at golf. “I do it for 
relaxation. And weekends is about 
the only time I get to play.” 

When it comes to hunting, Cool 


prefers small game: ducks, pheasants, 
partridge. Of these, he likes partridge 
best and then mainly for the skill 
it takes to bring home a _bagful. 
“They're one of the fastest birds 
around,” he says. His favorite shoot- 
ing iron is a 16-gage automatic with 
a Polychoke. 

Bowling is Cool’s chief sport dur- 
ing the winter. And they have long 
winters in Cool’s country. ESPA’s 
new president says the perfect 300 
game still eludes him. The closest 
he’s come to it is 240. 

Cool’s interest in planes stems 
from the nature of his company. Its 
broad area makes flying a practical 
necessity. The top brass travels from 
place to place in a company-owned 
plane. 

“I’m getting interested in learning 
how to fly, now that I do so much of 
it,” Cool says. 

He hasn’t started to take lessons 
yet. “But I’m picking up a lot just 
by observing the pilot,” he adds. 

Cool was graduated from Syracuse 
University in 1924 and was hired by 
Socony’s Syracuse district as service 
station salesman. 

Two years later, Cool was moved 
to Ogdensburg to become Socony’s 
district manager. He hasn’t moved 
from the place since. 

In 1930 he tried his hand at selling 
autos, opening up a Cadillac-Chev- 
rolet dealership in Ogdensburg. He 
sold out in 1937 and went with Hall 
to take charge of their gasoline sales. 

In 1943 he was named managing 
director of the company. In 1955 he 
was elected vice president. Early this 
year he became senior vice president. 


m, 


RECENTLY INSTALLED OFFICERS of Detroit Oil Men’s Club are, left to right 
(seated): J. H, Askren, Pure Oil Co., treasurer; Reuben Axelrod, Auto City Oil Co., 
president; William P. Reid, Speedway Petroleum Co., secretary; (standing) Jack 
Landstrom, Refiners Transport and Terminal Corp., vice president; and Jack Epstein, 


Dearborn Refining Co., vice president. 
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El Paso Natural Gas Company reports record deliveries 


of Natural Gas to customers in the West 


Natural gas is America’s fastest-growing 
energy source, and E] Paso Natural Gas Com- 
pany and its subsidiaries serve natural gas’s 
fastest-growing market. 

Deliveries of gas were at record highs in 
1958 as E] Paso and subsidiaries continued to 
expand their pipeline systems and increase 
their gas reserves to meet the long-term 
energy demands of the West. 

For the second consecutive year, gas deliv- 
eries totalled more than a trillion cubic feet. 

Extensive exploration and purchase pro- 
grams brought total gas reserves at year’s 
end to an all-time high of 38.8 trillion cubic 
feet—assuring vitally needed energy supplies 
for western consumers and industries in the 
years ahead. 


El] Paso’s 1958 annual report, distributed 
to its 51,835 stockholders (an increase of 
10 per cent in 1958) reports consolidated 
gross revenues for 1958 of $368,299,522, com- 
pared with, 1957’s $301,090,537. Net income 
was $35,308,813 in 1958, compared with 
$34,506,238 in 1957. 

The report gives details of 1958’s accom- 
plishments, as well as plans to meet the future 
needs of western consumers—for natural gas, 
for petroleum, for petro-chemicals. 

E] Paso Natural Gas Company and its sub- 
sidiary, Pacific Northwest Pipeline Corpora- 
tion, serve customers in California, West 
Texas, Arizona, Idaho, Nevada, New Mexico, 
Oregon, Utah, Washington, Wyoming and 
Colorado, 





For copies of El Paso’s 
1958 Annual Report 
to Stockholders, write 
to El Paso Natural Gas 


RECORD GAS DELIVERIES 
MEET WEST’S DEMAND FOR ENERGY 


VOLUMES IN MCF at 149 Ib P.B 





_g= +— 900,000,000 




















Company, El Paso, 
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EL PASO NATURAL GAS{{f COMPANY 


Common Stock listed on the New York Stock Exchange, Midwest Stock Exchange and Pacific Coast Stock Exchange. 
Registrars: New York, City Bank Farmers Trust Company; Chicago, The First National Bank of Chicago. 








s New York, The Chase Manhattan Bank; Chicago, Continental Illinois National Bank and Trust Company of Chicago. 
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IT COSTS YOU LESS TO OWN A 





GILBARCO GASOLINE PUMP 


When you buy gasoline pumps the purchase price 
is important. Quite naturally. But even more 
important to you is the cost of owning those 
pumps. Length of usable life is only one factor 
that influences cost of ownership. Equally im- 
portant is the cost of maintenance. How often 
will the pumps require a mechanic’s attention 
..-how much time must the mechanic spend 
doing his work? 


From these viewpoints consider the Gilbarco 
“Sales-Maker.” Ask your mechanics if they’ve 





_Kk_ 
REGULAR 


Gilbert & Barker Manufacturing Co. 
West Springfield, Mass. 
Toronto, Canada 


ee ae 
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ever seen a pump more solidly constructed —or 
one so fast and easy to work on. Removing the 
two-piece door takes less than half a minute. Then 
every part of the pump stands forth completely 
accessible to every service operation. Even an 
inside extension hose can be replaced in less than 
20 minutes. 


Select for your stations the pump that over the 
years will cost you the very least to own —select 
the Gilbarco ‘“Sales-Maker.” 
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Heaney: Risen from the ranks 


FRED W. HEANEY, 50, a Bostonian 
transplanted in New York City, has 
stepped into the top office of Oil-Heat 
Institute of America. He succeeds 
J. Verne Resek of Industrial Combus- 
tion Co., Milwaukee, Wis., as OHI 
president. 

Heaney comes to the OHI presi- 
dency with Bostonian accent, bow tie, 
crew haircut and all. He’s the first man 
to rise to that post from the ranks of 
OHD’s distribution division. 

It’s another sign that distributors 
are becoming the strength and growth 
factor in OHI. Heaney has done his 
bit to help that trend along, as chair- 
man and vice chairman of the division 
and as vice president of OHI. 

Optimistic over the future of oil 
heat, Heaney thinks the distribution di- 
vision will boast 6,000 members in 
two years. The division now has about 
4,300. 

Trade association work is nothing 
new for Heaney. Even before he came 
to New York City to take charge of 
Skaggs-Walsh, Inc., heating oil dis- 
tributor in Long Island City, Heaney 
served as president of Massachusetts 
Oil Heat Assn. Since coming to New 
York, he’s headed New York Oil 
Heating Assn. 

While most of his spare time has 
gone into trade association work, 
Heaney’s beginning to ease up a bit. 
Although he still hasn’t become in- 
terested in golf, he’s been bitten by 
the shutterbug. He carries his new 
Kodak Retina with him on trips to 
take color pictures. 

Heaney smokes cigarettes but he 


Although Heaney was named OHI 
president late in April, he’s only now 
getting down to the job. Reason: He 
and his wife toured the West Coast 
after the Seattle meeting and then took 
a boat trip to Hawaii. He’s just get- 
ting unpacked in his apartment on 
East 67th Street. 

The Hawaii jaunt is the second big 
trip Heaney and his wife have taken 
since last November when they flew to 
Europe — their first trip abroad —to 
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attend the coronation of Pope John 
in Vatican City. 

Heaney has two projects he’d like 
to see the industry put into action. 
One is a national oil-heat advertising 
program. He’s not against local cam- 
paigns but he thinks a lot of time, 
money and effort can be saved through 
one national campaign. “It would be 
like using a rifle where we now scat- 
ter our shots with a shotgun,” he says. 

He’s strong for .an_ all-inclusive, 


IT'S NEW BY GROSS! 


of a simple 60-second 


-_sselieless tire repair! 


'175¢: 


. PER PLUG © 


KIT INCLUDES: 
4 ¢ One set of tools 
¢ One can lubricant 


¢ Thirty plugs 
e Instructions 


DEALER 45 
PRICE $9 


...and only from GRoss 


can you get famous 


GROSS’ new outside-in 
system eliminates the costly 
. inside out method 


You don’t dismount the tire...and yet the 
nail hole is repaired in 60 seconds. It's the 
new outside-in system by Gross. There are 
no costly plug holders to discard and one 
size Gross plug handles most truck and 
passenger tire holes. It’s a permanent 
repair and the plug lasts longer than the 
tire. The “starter kit” tools included, make 
each repair cost less...from the very 
beginning. Each plug costs 17%¢ . . . more 
money for you and time saved, too! Ask 
your supplier or write today about 
the Gross Outside-In Cap Seal Plug! 


Magicure PATCHEs! 


Magicure, still the best all around patch for 
repairing all kinds of tubes, tubeless tires 
and rubber products —whether synthetic or 
natural. It vulcanizes automatically... by 
chemical action and without heat. 


hasn’t cottoned to the filter cigarettes 
yet. 

He likes to relax playing poker. 
“But I only play poker once a year 
when I get together with some friends 
at a lodge in New York State,” Heaney 
says. But that once-a-year session is a 
long one. It’s interrupted only for 
food, a minimum of sleep, and time 
out for Mass on Sunday. He likes 
Scotch and water at his elbow at 
poker sessions. 





a 








Since 1924 

.. Essential Tire and 
Tube Repair Materials 
of Quality 


MANUFACTURING COMPANY, INC. 


1709C S$. California Ave., Monrouia, Calif. 
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Coming in August 
the WPM 


Oil Centennial Issue 


A major publishing event 


of oil's 100th anniversary 
year. This is an issue 
youll read from cover to 
cover, study and save. 
Don't miss it. 


Advertising closing date: July Ist 





single trade association for oil heat 
to carry on national advertising, to 
work on equipment research and to 
represent all segments of the oil heat 
and heating oil industry. As a member 
of American Petroleum Institute’s fuel 
oil committee, Heaney is a member of 
the “task force” that worked out the 
one-organization idea. 
* 

Named vice presidents of OHI were 
Gabe Marin of Sun-Ray Burner Mfg. 
Co., Jamaica, N.Y.; Stanley Czarnecki 
of Eddington Metal Specialty Co., Ed- 
dington, Pa., and Tim R. Loizeaux of 
T. R. Loizeaux Fuel Co., Plainfield, N.J., 
who is chairman of OHI’s distribution 
division. 

Loizeaux won the Institute’s Alladin 
Lamp award. Distribution division’s Ignit- 
er awards went to Fred Heaney, Clarence 
Blickensderfer, fuel oil sales manager, 
Sinclair Refining; Henry Auld, Jr., of 
Automatic Heat Co., Eugene, Ore., for- 
mer president of OHI of Oregon; and 
Lavern Schaetzel of Schaetzel Oil Co., 
Germantown, Wis., and former presi- 
dent of OHI of Wisconsin. 

® 


Feinberg: Product of public libraries 
IF CHARLES EVAN FEINBERG isn’t 
at his vice president’s desk at Speedway 
Petroleum Corp. in Detroit, you might 
find him lecturing on Walt Whitman at 
some university. 

This is unusual for a man whose for- 
mal education ended with the seventh 
grade. 

Feinberg, 59, Speedway’s vice presi- 
dent of fuel oil sales, is a recognized 
authority on the famous American poet. 
He has one of the world’s largest Whit- 
man collections. 

Feinberg’s interest in Whitman pre- 
dates his connection with oil about a 
dozen years. At 13 he bought a dime 
book of American poetry. “The book 
was dedicated to Whitman and I wanted 
to find out why he was selected,” Fein- 
berg says. 

When he was 19 he bought a Whitman 
letter for $7.50. That started what is 
now a priceless collection. 

One of eight children, Feinberg worked 
in his father’s shoe store in Ontario, was 
a $2.50-a-week messenger boy, sold wall- 
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paper, shoes and—in 1925—oil burners 
(Silent Automatic) in Detroit. 

In 1928 he joined Argo Oil Corp., 
Detroit, to set up a fuel oil division, 
and became vice president of fuel oil 
sales. He rose to president of Argo in 
1951. 

Last year Feinberg was named vice 
president in charge of fuel oil sales, for 
Speedway, successor to Argo. 

Whitman is Feinberg’s specialty but 
not his only academic accomplishment. 
Feinberg has a formidable knowledge of 
other outstanding American men of let- 


ONLY OPW's No. 10 
HAS UNRESTRICTED 


FLOW 


essary. 


or shut-down of pumping system. 


ing the valve. 





tion about this valve. 
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No. 10 REMOTE PUMP 
SAFETY SHUT-OFF VALVE 


for service station pedestals of remote 
pumping systems or installations where ele- 
vated tanks supply pressure to dispensers 
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ters—Emerson, Melville, Hawthorne and 
Thoreau—as well as of many world lit- 
erary greats. 

“I'm a product of public libraries,” 
says Feinberg. One of his proudest pos- 
sessions is an honorary Phi Beta Kappa 
key he got from Wayne State University 
in Michigan in 1954. 

Why the preoccupation with Whit- 
man? “That's hard to say,” ponders Fein- 
berg. “There is the similarity in families. 
His family leaned on him pretty much. 
He was a business man, he was self- 
educated. He tells you what is important 


CASE OF FIRE 


Fusible Link . . . melts at 160° 
automatically closing No. 10. 





IF PEDESTAL IS OVERTURNED 


Machined Shear Section 
breaks at 250 ft. Ib 
closing line 


torque 


IF PEDESTAL IS BUMPED 


Spring Loaded Latch...releases 
automatically closing No.10. 


Can be used as a manually operated shut-off 
valve when repair or removal of pedestal is nec- 


Can be manually reset without the use of tools 
Has air test opening for checking piping system 


against leaks without “breaking-a-line” or remov- 


Write for free manual F-47 for complete informa- 


2735 COLERAIN AVENUE 
CINCINNATI 25, OHIO 
PHONE: Kirby 1-5400 


g hazardous liquids 
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in life—how to live with people, how 
to share with others and be honest with 
others.” 

Feinberg has lectured on Whitman 
throughout the United States and has 
heiped plan Whitman exhibitions over- 
seas for the State Dept. 

Born in London, Ont., Feinberg went 
to Detroit in 1922. He has a wife and 
three children (all college graduates) and 
three grandchildren. 

7 

Robert J. Grif- 
fin of Albany, 
MN. Ny, 46 ele 
service manager 
for Oil-Heat In- 
stitute’s —_ distribu- 
tion division. 

Griffin's appoint- 
ment by OHI is 
the first step in a 
plan to offer ex- 
panded services for 
heating oil jobbers 
and resellers. He 
will eventually supervise work of field 
agents on the East Coast, in the Mid- 
west and on the West Coast. 

Griffin comes to OHI from Eckert 
Fuels, Inc., full-line jobber in the AI- 
bany area, where he was in charge of 
fuel oil sales. Prior to that he worked 
11 years for Esso Standard Oil Co. in 
various parts of the state handling oil 
burner and fuel oil sales. 


Griffin 





Only AV [f R-Tl T E ouick cade 


can make all these claims 


Superior quality 
—precision machined 


Uniform wall thickness 


ESPA’s vice presidents are: H. Hal- 
sted Park, Jr., of H. H. Park, Inc., Ka- 
tonah; Ken Campbell of Campbell Oil 
Co., Olean; Bruce Wemett of The 
Wemett Corp., Hemlock; and William 
H. Van Voast of Tryon Oil Co., Johns- 
town. 

Others elected are: E. C. Drake of 
Ducky Drake, Inc., Syracuse, treasurer, 
and J. Warren Pfeifer of Canlake Petro- 
leum Corp., North Tonawanda, sergeant 
at arms. 

a 

F. Leslie Fagen of Granite Quarry, 
N. C., has been elected president of the 
Liquefied Petroleum Gas Assn. Fagen, 
who is president of Gem Automatic 
Gas Co., succeeds Arthur E. Bone of 
Malvern, Pa. 

« 

Ray S. Roberts, Spokane, is the new 
president of the Inland Empire Oil Heat 
Institute. He succeeds William Simon, 
Lewiston, Idaho. 


Other new officers are: A. R. Kludt, _ 


Kellogg, Idaho, vice president; George R. 
Thiessen, Lewiston, secretary; A. F. 
Lafky, Spokane, treasurer. 

Trustees are: D. W. Loney, Pasco, 
Wash.; H. L. Meyer, Kennewick, Wash.; 
John R. Stephens and D. R. Oldham, 
Walla Walla, Wash.; R. F. Gleason, 
Lewiston; M. E. Whiteley, Spokane: 
Robert Coleman, Lewiston; J. T. At- 
wood, Kellogg; Don Lovitt, Coeur 
d'Alene, and Lafky. 
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Extra 
Hi-Strength 
forged 
handles 
— greater 
economy 
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Uniform heavy wall thickness 
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Stainless 


Superior quality 
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EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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Robert O. Law, manager of economics 
for D-X Sunray Oil Co., has been named 
manager of a new department for mar- 
ket research and planning. The new de- 
partment will consolidate all marketing 
research services of the company. Law’s 
headquarters will be in Tulsa. 


4 

Dan J. Hartnett has assumed the new 
post of manager of independent station 
sales for the Lion Oil Co. division of 
Monsanto Chemical Co. Hartnett, who 
has been assistant manager of gasoline 
and fuel oil sales, will be responsible 
for the development and promotion of 
gasoline sales through independent re- 
tail outlets in the Midsouth and Midwest 
areas, 


e 
——_——— 








Houghland: ‘I wondered... .’ 


JOHN MASON HOUGHLAND, a 
pioneer private brander, died April 25 
at his home near Nashville, Tenn. He 
was 71. 

Houghland passed away in his sleep 
at his 125-year-old antebellum man- 
sion. It was from there that he ran 
Spur Distributing Co., a huge private 
brand chain of retail gasoline outlets. 

Spur—one of the forefathers of 
today’s powerful multi-pump private 
branders—got its name from the rail- 
road spur on which Houghland set up 
shop in 1928, pumping gasoline di- 
rectly from tank car to automobile. 

Few men can be said to have had 
a more profound effect on the shape 
of modern oil marketing. It was a 
trackside station like Houghland’s that 
drove home to marketers the meaning 
of sustained price competition. 

From a one-lung, high-volume dog, 
Houghland built Spur into one of the 
largest independent oil marketing 
companies ever put together. Today 
it has more than 300 outlets in 21 
states. 

This was accomplished by price 
appeal (generally 2¢ below the ma- 
jors), sharp premiums, and _ taut, 
economy-minded management. 

Said Houghland once, “We are by 
no means the lowest price marketers. 
and indeed there are times when we 
have been the highest. I believe our 
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influence, on the whole, is that of a 
stabilizer, and I think the majors will 
agree.” 

Needing financing, Houghland lost 
control of Spur in 1932 to Fritz von 
Opel, German auto magnate. During 
World War II the U. S. government 
seized the Opel stock (55% of Spur’s 
assets) as enemy property. 

Houghland regained control of Spur 
last year after a 13-year legal battle. 

Early this year Spur Oil Co. was 
formed and sold to the public. More 
than $18-million was paid for the 
assets of the old firm. About 90% of 
this was owned by Houghland, family 
members and close associates. 

Houghland was _president-director 
of the new company at the time of 
his death. 

Although his father was a farmer 
and tobacco exporter, Houghland 
started out early in the oil business. 
He began as an oil scout for Gulf. 
Soon thereafter he went into wild- 
catting on his own. 

Houghland’s oil marketing career 
dates from about 1927. An oil com- 
pany hired him to study a small 
refiner-marketer that was up for sale. 
It was here that Houghland got his 
first intense look at marketing, and he 
was intrigued by what he saw. 

“Practically all gasoline then passed 
through some kind of middleman,” 
Houghland said. “I wondered why a 
station couldn’t be built on a railroad 
siding and gasoline delivered direct. 

“So I started with Station No. 1 in 
Old Hickory, right outside of Nash- 
ville, No. 2 in Chattanooga, and rap- 
idly expanded thereafter, going as far 
north as Indiana and as far south as 
Alabama before the end of the Twen- 
ties. Others followed our plan, many 
being known as tank car stations.” 

Born in Rockford, Ind., Houghland 
was a son of Charles Mason Hough- 
land and Amanda Wright Houghland. 
He was a direct descendant of George 
Mason, author of the Virginia Decla- 
ration of Rights, and Gen. Evan 
Shelby, Revolutionary soldier and hero 
of King’s Mountain. 

An instinctive southern gentleman. 
Houghland became an authority on 
fox hunting and the breeding of 
hounds. He wrote a book on the sub- 
ject, called “Gone Away.” 

oo 

Alfred N. Steele, 57, former adver- 
tising manager of Standard Oil Co. 
(Ind.), died of a heart attack in his 
sleep April 19. At the time of his death, 
Steele was chairman of the board of 
directors and chief executive of the 
Pepsi-Cola Co. 


e 
George H. Wynes, 93, Niagara Falls’ 
first independent gasoline dealer, died 
April 17. Wynes and his brothers James, 
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William, Theodore, and Joseph estab- 
lished the Wynes Petroleum Service in 
Niagara Falls in 1914. 

* 

Arthur S. Randak, 46, assistant eastern 
division manager of Sinclair Refining 
Co. died May 5 in Boston. Randak 
joined Sinclair in 1937 and was a spe- 
cialist in automotive and aviation fuels 
and lubricants. Until his most recent 
assignment, he was manager of lubricat- 
ing sales. 

° 

Clarence K. Leffler, 57, operator of 
the Cities Service bulk plant at Dodge- 
ville, Wis., for 37 years, died April 16 
after a year’s illness. 


William C. Wenzel, 57, former ex- 
ecutive director of Pennsylvania Grade 
Crude Oil Assn., Oil City, Pa., died of a 
heart attack April 15. Wenzel was 
with Richfield Oil, New York, and later 
in the petroleum department of Dun & 
Bradstreet. During World War Il, he 
was in transportation division of Petro- 
leum Administration for War. 

4 

W. D. Cross, Jr., 62, central regional 
vice president of Sinclair Refining Co., 
died May 12 after a brief iliness. A vice 
president since 1954, Cross had held 
various marketing positions with Sinclair 
in Indianapolis, Cleveland, Philadelphia 
and Ft. Worth. 


New SCULLY Type B NOZZLE — 
called “OUTSTANDING” 
by leaders in the industry... 


This new Scully Nozzle* offers you: 


FASTER DELIVERIES 
the SCULLY 1'%4” nozzle, with 
anti-drain valve, restricts flow less 
than the conventional 142’ nozzle 
with anti-drain valve. 


ABSOLUTE FLOW CONTROL 


an unlimited number of control 
positions from closed to full open. 


NO AFTER-DRIP 
an exclusive SCULLY feature, the 


anti-drain valve is located on the 
discharge side of the nozzle and 
eliminates nozzle drip. 


NO UNCONTROLLED SHOCK PRESSURE 
the SCULLY Type B nozzle closes 


easily and safely, even at high 


pumping speeds. 


LIGHTWEIGHT — COMPACT DESIGN 
the SCULLY Nozzle weighs only 
3¥2 lbs. and has no awkward trig- 
ger guard to break or catch on 
objec ts. 


EASE OF REPAIR 


seat can be replaced in 5 minutes 
or less, other parts just as quickly. 


Data page SN 159 
gives complete infor- 
mation and specifica- 
tions. Ask for your 
copy. 


*PATS. PENDING 


SCULLY SIGNAL COMPANY 


174 Green Street - Melrose 76, Massachusetts 


IN CANADA: E. S. Gallagher Sales, Lid, — 10 Hafis Road, Toronto, Ontario 
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19 MARLOWS HANDLE 3,640,000 GALLONS 
AT NEW IMPERIAL OIL TERMINAL 








9-020 


198 


ml 


Pump Petroleum Products Efficiently 
At 52° Below Zero 


Exposed to extreme sub-zero temperatures and 
heavy snowfalls, Marlow pumps efficiently 
handle a wide range of petroleum products at 
the Prince Albert Terminal of Imperial Oil, 
Limited, in northern Saskatchewan, Canada. 
The products handled include high test, regular 
and tractor gasoline; stove, furnace and diesel 
oil; kerosene, varsol, and naphtha. A large load- 
ing rack serves tank trucks, while a separate 
facility is used for barrel filling. Imperial has 
12 Marlow vertical self-priming centrifugal 
pumps and 7 Marlow horizontal pumps for these 
operations. They were supplied by Pumps & 
Softeners Ltd., London, Ontario, Canada. 
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Morton Grove, Illinois e 


Here, as in similar installations, Marlow 
pumps give dependable service under the most 
extreme weather conditions. Bulk plant users 
have found that they operate effectively with- 
out costly or time consuming maintenance prob- 
lems. Bulletin PM-06 describes how some users 
have benefited from Marlows in handling their 
petroleum products—electric-motor driven 
self-priming, centrifugal pumps for bulk plants 
— power-take-off pumps for home delivery 
trucks — power-take-off and auxiliary-engine 
powered pumps for transports. Get your copy 
of this fact-filled illustrated bulletin today by 
writing to Marlow Pumps, Midland Park, N. J. 


MARLOW PUMPS® 


DIVISION OF BELL & GOSSETT CO. 
Midland Park, New Jersey 


Longview, Texas 
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Coming Meetings 


JUNE 


Eastern Biennial Exposition of Oil Heat 
and Air Conditioning, Statler-Hilton Hotel, 
Boston, June 2-4. 


Petroleum Packaging Committee, Packaging 
Insitute, meeting and material handling in- 
stitute show, Hotel Sheraton-Cleveland, 
Cleveland, Ohio, June 8-9. 


Oil Trades Assn. of New York, Siwanoy 
Country Club, Bronxville, June 9. 


Arkansas LP-Gas Assn., .annual meeting, 
Hotel LaFayette, Little Rock, June 14-15. 


Society of Automotive Engineers, summer 
meeting, Chalfonte-Haddon Hall, Atlantic 
City, June 14-19. 


»New England Fuel Dealers Assn., annual 
convention, Equinox House, Manchester, Vt., 
June 15-16. 


Interstate Oil Compact Commission, semi- 
annual meeting, Hotel Roosevelt, New Or- 
leans, June 15-17. 


Wisconsin Petroleum Assn., summer golf 
tournament, Dell View Hotel, Lake Delton, 
June 16. 


California Petroleum Mktrs. Council, sum- 
mer meeting, Avalon, Santa Catalina Island, 


June 20-21. 

American Society for Testing Materials, an- 
nual meeting, Chalfonte-Haddon Hall, At- 
lantic City, June 21-26. 


Illinois Petroleum Marketers Assn., summer 
frolic and golf tournament, Mt. Hawley 
Country Club, Peoria, June 24. 


Tidewater Oil Heat Assn., management 
clinic sponsored in conjunction with Distri- 
butive Education Service of Norfolk City 
Public Schools, Northside Jr. High School, 
Norfolk, Va., June 24-25. 


Western Petroleum Refiners Assn., mid-con- 
tinent regional-technical-industrial relations 
meeting, Broadview Hotel, Wichita, June 
24-25. 


Maine Oil & Heating Equipment Dealers 
Assn., annual convention and trade show, 
Poland Spring Hotel, Poland Spring, June 
25-26. 


Northwest Petroleum Assn., semi-annual 
meeting, Breezy Point Lodge, Pequot Lakes, 
Minn., June 28-30. 


AUGUST 


South Carolina Oil Jobbers Assn., annual 
summer meeting, Hotel Ft.. Sumter, Charles- 
ton, Aug 9-11. 


Society of Automotive Engineers, national 
West Coast meeting, Hotel Georgia, Van- 
couver, B. C., Aug. 10-13. 


National Congress of Petroleum Retailers, 
annual meeting and trade show, Jung Hotel, 
New Orleans, Aug. 16-21. 





Centennial Week Observances, Titusville, 
Pa., Aug. 23-29. 


> Oil Industry’s ‘Celebration of the Century,’ 
Titusville, Pa., Aug. 27. 


Pennsylvania Grade Crude Oil Assn., an- 
nual meeting, Wanango Country Club, 
Reno, Pa., Aug. 28. 


SEPTEMBER 


Oil Trades Assn. of New York, Westchester 
Country Club, Rye, Sept. 10. 


Empire State Petroleum Assn., Saranac Inn, 
Saranac Lake, N. Y., Sept. 13-15. 


PlIllinois Petroleum Marketers Assn., 6th 
management institute, Robert Allerton Park, 
Monticello, Sept. 13-16. 


Missouri Petroleum Assn., annual! fall frolic, 
Columbia Country Club, Columbia, Sept. 14. 


» API, Marketing Division, lubrication com- 
mittee meeting, Traymore Hotel, Atlantic 
City, Sept. 16. 


Ohio Petroleum Marketers Assn., semi-an- 
nual conference and golf tournament, Hotel 
Sheraton-Cleveland, Cleveland, Sept. 16-17. 


National Petroleum Assn., annual meeting, 
Traymore Hotel, Atlantic City, Sept. 16-18. 


Kentucky Petroleum Marketers Assn., fall 
outing, (hotel not available at publication), 
Lexington, Sept. 17-19. 


Mississippi Oil Jobbers Assn. and Alabama 
Oil Jobbers Assn., Hotel Buena Vista, Biloxi, 
Sept. 20-22. 


North Carolina Oil Jobbers Assn., annual 
meeting, Grove Park Inn, Asheville, Sept. 
20-23. 


Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 20-21. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Americana, Miami 
Beach, Sept. 23-25. 


Independent Oil Compounders Assn., 12th 
annual meeting, Pick-Congress Hotel, Chi- 
cago, Sept. 27-29. 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, Hotel 
Leamington, Minneapolis, Sept. 27-29. 


American Petroleum Credit Assn., 35th an- 
nual conference, Hotel Radisson, Min- 
neapolis, Sept. 28-30. 


OCTOBER 


California Natural Gasoline Assn., annual 
meeting, Huntington-Sheraton Hotel, Pasa- 
dena, Oct. 8-9. 


Louisiana Oil Marketers Assn., management 
institute, L.S.U. campus facilities, Baton 
Rouge, Oct. 8-10. 
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Tennessee Oil Men’s Assn., annual fall 
meeting, Andrew Jackson Hotel, Nashville, 
Oct. 11-13. 


API, Marketing Division, marketing re- 
search committee meeting, The Broadmoor, 
Colorado Springs, Colo., Oct. 11-15. 


API, Marketing Division, operations and 
engineering committee meeting, The Broad- 
moor, Colorado Springs, Colo., Oct. 11-15. 


Fuel Merchants Assn. of New Jersey, an- 
nual meeting and trade show, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 12-17. 


Petroleum Packaging Committee, Packaging 
Institute, Goodhue Hotel, Port Arthur, Tex., 
Oct. 12-13. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 14. 


South Dakota Independent Oil Men’s Assn., 
annual meeting, Sheraton-Cataract Hotel, 
Sioux Falls, Oct. 15-16. 


Packaging Institute, 2ist annual meeting 
and trade show, Hotel Statler, New York 
City, Oct. 16-18. 


American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, joint lubrication conference, Shera- 
ton-McAlpin Hotel, New York City, Oct. 
19-21. 


Nebraska Petroleum Marketers Assn., an- 
nual meeting and trade show, Paxton Hotel, 
Omaha, Oct. 20-21. 


Oil Trades Assn. of New York, annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 21. 


Independent Petroleum Assn. of America, 
Statler-Hilton Hotel, Dallas, Oct. 25-27. 


National Lubricating Grease Institute, an- 
nual meeting, Roosevelt Hotel, New Or- 
leans, Oct. 26-28. 


Society of Automotive Engineers, national 
transportation meeting, LaSalle Hotel, Chi- 
cago, Oct. 26-28. 


Society of Automotive Engineers, national 
fuels and lubricants meeting, LaSalle Hotel, 
Chicago, Oct. 28-30. 


Assn. of American Battery Manufacturers, 
Palmer House, Chicago, Oct. 29-31. 


NOVEMBER 


API, 39th annual meeting, Conrad Hilton, 
Palmer House and Congress Hotels, Chi- 
cago, Nov. 9-11. 

API, Marketing Division, Congress Hotel, 
Chicago, Nov. 10-12. 


DECEMBER 


Interstate Oil Compact Commission, Ho- 
tel Sheraton, New Orleans, Dec. 3-5. 
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-EQUIPMENT 
:USED OR RESALE 





UNDISPLAYED 


$1.80 per line, minimum 38 lines. To figure advance 

payment count 5 average words as a line. 

Positions Wanted take one-half of above rate. 

Box Numbers in care our New York. Chicago & 
San Francisco offices count as one additional line. 

Discount of 10% if full payment is made in advance 
for 4 consecutive insections. 

Send NEW ADS or Inquiries 4 Classified 

Tite Division NATIONAL PETKO- 

LEU. NEws, P.O, Box 12, ioe York 36. 











FOR SALE 


Complete Warehouse, Office Building 
and Bulk Plant Facilities 
In Chicago 


with over 500,000 gal. cap. storage tanks. 
Site 221’ x 554’ with the following bldgs.: 
2-story office and storage bldg., large 
truck repair shop, boiler & pump house, 
oil blending bldg. and storage bldg.; all 
brick and in good repair. Direct A.T. & 
S.F. spur on grade level. 


For full details write to: 
Real Estate Dept. 


CITIES SERVICE OIL CO. 


20 N. Wacker Drive, 
Chicago 6, IIl., Andover 3-0300. 








“FOR SALE 
USED GASOLINE PUMPS 


ALL MAKES AND MODELS 
MID-STATES EQUIPMENT SERVICE, INC. 
1000 S$. 50th Street Philadelphia 43, Pa. 
eae 7-9100 


TRAILERS AND TRACTORS FOR SALE 


One 1951, Two 1952, One 1955 GMC; One 
1956 Ford; One 1957 and One 1958 Interna- 
tional—TRACTORS. Hi-Tensil Steel Transport 
Tanks 3,825 to 5,200 gallon capacity. 
REFINERS TRANSPORT 
P. ©. Box 1165, Nashville 2, Tennessee. 











Money and Facilities Available 

for Service Station Products 
We are a sub » long blished firm, manu- 
facturing and selling equipment to service stations, 
We are looking for new products to make and sell in 
this field. We can be contacted directly or through a 
third party. DO NOT submit unpatented idecs or 
samples with first letter. Writer—Manager, P. 0. Box 
185 Station F, Buffalo, New York. 











WANTED—USED GASOLINE PUMPS 


Will buy any number of following repairable FOB 
your warehouse. 96-C, 904, 906 G&B. 575 585, 
595 Bowser, 89 Tokheim, 766 Bennett. Quote price, 
model and number of pumps 

W-1502 Nati 
520 N. Michigan Ave. 


| Petrol News 


Chicago fi, Ill. 


= PROFESSIONAL SERVICES = 


PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 
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WANTED—2 SALES SUPERVISORS 


ADA OIL COMPANY requires the services of two 
sales supervisors thoroughly ex ye in motivat- 
ing and directing salesmen wo with corvies. sta- 
bg Bn oy These pone Mes Say uties and salaries 
or trainees. Reply by letter only, confiden- 
tally” jae... your experience, training, and and 
salary requirements to Ada Oil Company, Director of 
Personnel, P.O. BOX 844, Houston |, Texas. 











ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you 
NEW YORK 36: P.O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


POSITIONS WANTED 


Sales position in the TBA Department of an 
oil company or with a supplier of TBA prod- 
ucts. Have had 13 years experience as manager 
of TBA Department of major oil company in 
the midwest. Experienced in directing salesmen, 
buying products and dealer sales promotion. 40 
years old, married, high school graduate, two 
years college. Would prefer midwest, but will 
consider moving. PW-1721, National Petroleum 
News. 


Assistant District Manager with major desires 
greater opportunity, prefers smaller company 
Age 42, Chemical Engineer: experience 8 years 
refining, research, development, and 12 years 
Industrial, Retail sales and management. PW- 
1578, National Petroleum News. 


BUSINESS OPPORTUNITIES 


Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


Jobber Business annual volume 3,250,000 major 
oil representation contracted year to year ex- 
cellent earnings 100,000 cash needed for inven- 
tory trucks location upper New York State. BO- 
9652, National Petroleum News. 


For Sale in Oklahoma—Oil Compounding Blend- 
ing Plant with land, plant facilities, machinery 
and equipment. Ideal location, two railroads, two 
freight lines. Three well advertised trade-mark 
brands of oil and an established brand of per- 
manent anti-freeze. BO-9059, National Petroleum 
News. 


Wanted oil jobber business. South Atlantic or 
mid south location preferred. Desire established 
jobbership with major oil connection. BO-1559, 
National Petroleum News. 

Jobbership For Sale In Wisconsin. Large major 
brand franchised territory with good expansion 
possibilities. Includes modern service station, 
bulk plant, trucks and all operating equipment. 
1958 net profit was $22,136.23. Owner retiring 
and will finance buyer. $30,000 will handle down 
payment and inventory. Petroleum Realty, 3228 
University, Madison, Wis. 
Independent Jobber. Gasoline ‘and fuel “ olls 
through owned and leased outlets. Home and 
commercial deliveries. Florida location. Excellent 
earnings on investment. Write BO-1802, National 
Petroleum News. 


FOR SALE 


For Sale—1955 Ford, 1200 gal. tkt. print meter, 
power reel etc. $2500. J. J. Hammer, 1635 S. 
State St., Ann Arbor, Mich. Ph. Normandy 
2-4509. 


ZONING OF 
MAIL 


Many cities in the United States 
use postal zone numbers as part 
of their address. The use of these 
numbers accelerates and simplifies 
the processing of mail, makes it 
easier for the less experienced clerk 
to distribute the mail, and effects 
earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 
return address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones, 


MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem. 


To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty. Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post 
office is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families. 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 
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e@ Be glad if your company has no unwanted comma 
in its name—and consider the plight of Imperial Oil, 
Ltd., which has. 

Imperial wants to be just Imperial Oil Limited— 
for legal reasons, among others—and hasn’t used the 
comma in its publicity for years. But you think you 
can just tell a comma to get lost and forget about it? 
Not in Canada, you can’t. 

Last February, Imperial’s directors passed a bylaw 
dropping the comma. But this had to be approved by 
the stockholders, so the hapless Imperial comma was 
carried to the court of public opinion. A special meet- 
ing was held in Toronto in April as an adjunct to the 
regular annual meeting of Imperial stockholders. The 
comma again got the death sentence. 

But under Canadian law, the comma was still legally 
alive and wriggling. Next step: application to the 
Secretary of State at Ottawa for letters patent to 
change the Imperial name under Canada’s Company 
Act. Finally, pending the Hon. Sec.’s approval, the 
end draws near for Imperial’s 40-year-old comma. 


e A La Crosse, Wis., farmer lost a gas tank cap and 
his 4-year-old son went looking for it. Now the La 
Crosse police have 16 caps to return to their rightful 
owners. 





“George, here, sells our regular line of standard 
thd 


die our new 48-inch model.” 
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“PU never forget the day I opened up this 
station. Although goodness knows I’ve tried.” 


@ Two travelers flying for the first time were sitting 
side by side on a Miami-New York flight. When the 
plane swooped down at Atlanta, they watched the 
refueling process with interest. 

Later, at Washington, they were watching the 
process repeated. 

“We sure are makin’ good time,” one remarked. 

“Yep,” answered the other, “and that little orange 
truck ain’t doin’ so bad either!” 


NPN 





e@ A couple of L.A. stations got into a price skirmish 
that wound up below cost levels. So one owner tried 
the old dodge of sending a transport over to his com- 
petitor’s to get it filled. Had several hundred gallons 
before the competitor’s manager got smart and posted a 
sign—‘Limit 20 Gal. to a Customer.” 
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B.F.Goodrich hose takes the 
rough scrapes, keeps its shape 


geen over concrete or pulling 
around sharp corners won't hurt 
that B.F.Goodrich pump hose. Its 
thick, tough cover is built for rough 
use. You can let it stand in gasoline, 
oil or grease without damage. There's 
‘no danger of cracking or checking 
from sunlight. 
Spirals of strong steel wire keep the 
hose from kinking. It keeps its round 
shape even when Coe at sharp angles, 


delivers all the gasoline the hose can 
carry. And it stays flexible even in sub- 
zero weather. When used on counter- 
weight or retractable reel pumps it 
won't collapse or become oval shaped. 
If crushed, it can be pounded back 
into shape without damage. 

Special rubber compounds make this 
hose completely gasoline proof, elimi- 
nating swelling and flaking. Spiral wire 
in the reinforcing ply acts as a static 


ground. It comes with either one-time 
or reattachable couplings. 

All these improvements add up to 
a better pump hose for faster service, 
lower operating costs. B.F.Goodrich 
has made similar improvements in oil 
hose, tank hose, barge loading hose and 
fittings. Let your local B. F. Goodrich 
distributor tell you about them. 
B.F.Goodrich Industrial Products Com- 
pany, Dept. M-609, Akron 18, Ohio. 


B.EGoodrich gas pump hose 


202 (To obtain more data on advertised products see page 168) 
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rokHeim LUBar 


most effective island displayer ever developed! 





No doore 
to ¢tore!/ 


“3%, 
a 
¥%, 


. 
tie ¢ 
. 
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FFF 


Displays oil 
and TBA 
on all 4 video! 







* em 


Never before an oil and TBA merchandiser like the 
new LuBar. Big and attractive, it demands attention 
and gets it; puts up to 60 cans of oil right in front of 
the customer. Moreover, it is a permanent sales tool. 
You don’t have to move it in and out when you open 
and close. Panels on all four sides swivel 180°— 
lock securely. Peg board inserts, furnished, snap 
into place over empty panels for TBA displays. 


There is no substitute 
for TOKHEIM QUALITY! 


OKHEIM 








Special concealed compartments drain and store 
empty cans for easy removal later. Aid good house- 
keeping! Compartment also provides space for 
pouring spout. Install LuBar parallel with pumps or 
diagonally for increased visibility. Either way it will 
boost your oil and TBA sales as it is already doing 
for hundreds of stations. Call your Tokheim repre- 
sentative today or write for new bulletin! 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE 


SINCE 1901 FORT WAYNE 1, INDIANA 


Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 





















NOW — THE INDUSTRY’S FINEST METER 
IS FEATURED IN BOTH OF THESE GREAT GAS PUMPS 





Through research Ge ..@ better way 


Smith-Erie filling-station pumps are equipped with the A. O. 
Smith PM-2 meter — standout accuracy regardless of flow rate 
or pressure. PM-2 assures full value for every drop of fuel de- 
livered, ends the expense of costly replacement. PM-2 meters e Ld 


have measured over a million gallons without need for service. oO RP OR AT | ON 


Whatever motor fuel you are selling now, or will sell in the 

future, the PM-2 meter helps you ring up a bigger profit on omith 

every sale. Write our nearest office for the full story of PM-2. - n 
FACTORIES: 5715 Smithway St., Los Angeles 22, Calif.; Erie, Penn. © OFFICES: Atlanta 5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 22, Calif.; 
New York 17, N.Y.; Tulsa, Okla.; Ookland, Calif. © CANADA: Toronto 12 and Vancouver 1 ® A. O. SMITH INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 





